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Export Agencies, Most 
Other Admen Hopeful; 
Magazines Are Silent 


By JOHN CRICHTON 


NEw YorK—When Great Britain 
evalued the pound, setting off 
chain reaction of currency re- 
huffling around the world, it 
urned the export advertising bus- 
ness, largely centered here, into 
dizzy spiral of speculation, and 
welter of planning—much of 
yhich had to be scrapped as the 
eek’s developments progressed. 

The reactions differed sharply 
ccording to the type of business. 
or advertisers selling abroad, the 
eve meant increasing difficulty 


For other views on how devalua- 
m will affect the advertising 
orld, see additional stories on 
ages 75, 76, 77 and 79. 


selling, although many were 
ptimistic and believed the end of 
rtificial levels for currency in the 
ffected countries would be a help 
them. 

For agencies advertising British 
oducts in this country, the re- 
ction was optimistic. Lower prices, 
hey thought, would help the sale 
f imported goods—if put into ef- 
ect. 


}For agencies engaged in ad- 
ertising American goods abroad, 
was a time of caution. The de- 
aluation of currency meant a 
pwer media rate, and the adver- 
sng budgets had thus been in- 
eased, but the corresponding 
rice increase for the goods adver- 
sed might make selling much 
ore difficult. 

for the representatives of for- 
gn media, one result was ob- 
lous: Their commissions will be 
‘ss—in terms of dollars. But most 
the representatives, long hard- 
ed to the currency fluctuation 
foreign countries, were inclined 
think that increased business 
ould offset initial reductions. 

For American media in foreign 
untries, it was a time of study 
d planning. As AA went to 
ss, not a single publisher with 
tern tional editions had made a 
ater nt about how devaluation 
Ould affect his circulation and 
ing rates. 


‘onsensus was summed up 
international advertising 
nt: “Revaluation might 
temporary setback but it 
‘n-oubtedly benefit every- 
© con erned in the long run.” 
ssurance hardly permeated 
‘Ids. In London, the Coun- 
cotch Whisky Makers con- 
lecided to adjust the price 
donian dew to “secure for 
, as far as possible, the pre- 
‘ollar income from whisky.” 
vas hardly a bombshell to 
lovers; newspapers had 
Y computed that the likely 
40n in price in the New York 
Continued on Page 78) 


Ad World's Reactions 
n Devaluation Differ 


Magazines Don't 
Want Pull Power 
Checked: Adams 


Tells Direct Mail 
Meet Advantages of 
‘Operator 25’ Plan 


Cuicaco—“Magazines want to 
steer away from anything that will 
give a comparative check on their 
pulling power,’ Marshall Adams 
told the 32nd annual Direct Mail 
Advertising Association conference 
here last week. (For other news of 
the DMAA conference see Page 80.) 

Mr. Adams, advertising and sales 
promotion manager of Mullins 
Mfg. Co., Warren, O., spoke on 
Western Union’s “Operator 25” 
plan. He reviewed the setup of 
the program—the 2,300 Western 
Union offices serving 20,000 towns 
—and told how the operators give 
customers the names of dealers 
handling subscribing advertisers’ 
products. 

Mr. Adams then described the 
early difficulties involved in set- 
ting it up. 


a “In the early stages,” he said, 
“we tried to interest the maga- 
zines in sponsoring us. They would 
have none of it, largely because, 
in my opinion, the magazines want 
to steer away from anything that 
will give a comparative check on 
their pulling power.” 

He noted several unexpected ad- 
vantages produced by the plan. 
First, Mr. Adams said, Mullins dis- 
covered that there were 695 towns 
with Western Union offices where 
Mullins distributors had neglected 
to set up dealer franchises—one- 
fourth of the potential business 
was being overlooked. 

Secondly, compilation of the list 
and check-ups by local retailers to 
see if they were listed brought 
many complaints about shyster 
dealers. “All in all,” he com- 

(Continued on Page 75) 


One Minute... 
to do a sales job. See 
‘Eye and Ear Dept.,’ 
Page 58. Other features: 

Advertising in the Test Stage 


Advertising Market Place 
Along the Media Path 
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TWINS DISCOVER 
DOUBLE VALUE! 


Both “Men who Care’... Both say “CARSTAIRS” 


Willhom Malone” says 
“| UKE CARSTAIRS’ 
POPULAR PRICE” 


soys 
“) UKE CARSTAIRS 
navoR™ 
— 


MORE TWINS—Calvert Distillers’ Car- 

stairs division, via Lennen & Mitchell, is 

now using male twins’ testimonials in a 

newspaper drive, following extensive 
tests (Story on Page 59). 


Druggists Tell 
Plans to Study 
Selling Costs 


NEw YorK—A detailed study of 
drug store sales by departments 
is to be made by the National As- 
sociation of Retail Druggists. The 
study will be conducted under the 
direction of Dr. Orin E. Burley of 
the University of Pennsylvania 
with the assistance of merchandis- 
ing and distribution authorities 
affiliated with other universities. 

According to officials of NARD, 
which held its 51st annual conven- 

(Continued on Page 8) 
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Bulk Rate 


Issue Still Unsettled 


Texaco Decides to 
Return to Outdoor 
Medium Next Year 


New YorK—Texas Co., which 
this year canceled outdoor adver- 
tising in favor of television, will 
be back on posters in 1950 with 
an anticipated budget of $750,000. 

“This year the cost of television 
and our other budget requirements 
made it necessary for us to cut 
some place,” Donald W. Stewart, 
Texaco advertising manager, ex- 
plained. “In 1950 when we expect 
to run into more competition, we 
feel we should get back into out- 
door. An appropriation has been 
set aside for that purpose.” 

Newell-Emmett Co. is working 
on plans for the outdoor promotion, 
which will include several show- 
ings. The program has not been 
finalized, but as many as 6,000 to 
8,000 cities may be covered. Buch- 


‘|}anan & Co., which lost its share of 


the Texas Co. account in May, for- 
merly handled this medium. 
Themes and timing of the sched- 
ule have not been decided. 
Curtailment of Texaco’s radio 
expenditures will provide the 
funds for the oil company’s return 
to posters. The “Texaco Star Thea- 
ter,” with Milton Berle, heard 
over ABC during the 1948-49 sea- 
son, has been discontinued. Kud- 
ner Agency, which masterminds 
the Berle TV show (NBC), bought 
the time for this program. 
Kudner, however, loses nothing 
in the shifting media tides, having 
acquired as of the 1949-50 season 
the Metropolitan Opera broadcasts 
on ABC. In past years, this had 
been a Buchanan assignment. 


Last Minute News Flashes 
Postal Rate Bill Reported to Senate Floor 


WASHINGTON—The Senate post office committee on Thursday un- 
expectedly ordered a $100,000,000 postage rate increase bill reported to 
the floor. The bill contains a 25% to 30% increase in publisher’s second 
class, and a new, low rate for controlled circulation publications 
(second class plus 50%). The plan to levy a surtax on publications 
carrying more than 50% advertising has been dropped. In addition, 
the bill provides for 2¢ business postcards; 1'2¢ per piece for bulk third 
class (minimum 14¢ a pound); additional increases for catalogs and 
parcel post and existing rates for both profit and non-profit religious, 
fraternal, scientific and labor periodicals. Sen. Olin Johnson (D., 
S. C.) said that the legislation probably cannot reach the Senate floor 


until next year. 


Franco-American Brands to D-F-S 
CAMDEN, N. J.—Campbell Soup Co. has announced the appointment 


of Dancer-Fitzgerald-Sample Inc., 


to handle Franco-American spa- 


ghetti, Franco-American macaroni and Franco-American beef gravies, 
effective Oct. 31. The appointment is a return by Campbell Soup to its 
prewar policy of dividing the advertising responsibility for Campbell 
soup and Franco-American brands. Dancer-Fitzgerald-Sample has 
been handling V-8 vegetable juices, V-8 tomato ketchup and V-8 
chili sauce since the acquisition of these brands by the Campbell Soup 


Co. 


NBC Edges Ahead of CBS for 7 Months 


New YorK—National Broadcasting Co., with seven months’ total bill- 
ings of $37,873,390, has edged ahead of Columbia Broadcasting Sys- 
tem, which has $37,323,652 for the same period, according to Publishers 
Information Bureau. American Broadcasting Co.’s total for the first 
seven months of 1949 stands at $26,253,259; Mutual Broadcasting Sys- 


tem has $11,412,589. 


(Additional News Flashes on Page 75) 


Survey Shows ‘Portland 
Oregonian’ Not Followed 
by Many Newspapers 


Cuicaco—Although newspapers 
offering bulk and frequency dis- 
counts to national advertisers are 
completely sold on them, only a 
few newspapers not having such 
rates say they will make changes 
to include the discounts in their 
rate cards. 

The Portland Oregonian recently 
joined the ranks of those large 
newspapers offering lower rates to 
national advertisers that contract 
to use considerable space in a 12- 
month period or on a regular week- 
ly or monthly schedule. 

ADVERTISING AGE has queried a 
number of leading papers to de- 
termine their attitudes toward bulk 
and frequency discounts. Replies 
indicate that the matter continues 
to be a ticklish one. Half of those 
replying have asked that their an- 
swers be unidentified. Also, the 
replies indicate a wide range of 
opinion on the subject. 

Several of those replying on and 
off the record adopt a “let George 
do it first” attitude. A few news- 
papers point out that they now 
have bulk and frequency discounts 
on national advertising—and think 
such rates have brought added 
business. Among the others, sev- 
eral said that until most U. S. 
papers offer frequency rates, an 
individual paper merely will lose 
money if it puts in such discounts. 


s AA’s inquiry letter pointed out 
that the Oregonian recently an- 
nounced a new general rate card 
providing both bulk and frequency 
discounts. AA then asked: 

“1. Have you ever, or are you 
now, giving any thought to in- 
stituting either bulk or frequency 
discounts applicable to general ad- 
vertising? 

“2. Regardless of what your own 
paper is planning, do you think 
bulk and frequency discounts are 
a good thing, and will they have 
a tendency to increase either the 
size of national schedules or the 
frequency with which they are 
run?” 

Of the newspapers pointing out 
they already have full-fledged 
bulk and frequency discounts, none 
said anything against them. Of 
those that do not have such rates, 
there was difference of opinion as 
to whether such rates, if generally 
offered by newspapers throughout 
the nation, would increase newspa- 
per revenues. 


w Several newspapers declared 
that they do not have either bulk 
or frequency discounts but pointed 
out that, in fact, they have limited 
rates of this nature—i. e., discounts 
from their open or transient rates 
for national advertisers using from 
2,500 up to 5,000 lines of space 
within 12 months, or a special rate 
when the advertiser contracts to 
use at least 100 lines a week for 
13 or more weeks. 
(Continued on Page 42) 
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Networks Win 
Order Against 


Giveaway Ban 


Temporary ‘Umbrella’ 
Obtained as N. Y. Court 
Follows Chicago Action 


New YorK—Radio networks 
last week won the first round in 


ban on giveaway programs. 
Federal Judge Simon H. Rifkind 

granted a temporary injunction re- 

straining the FCC from enforcing 


its Aug. 19 rule outlawing prize 
shows as giveaways until the 
courts determine the legality of 
the order. The interim stay was 
obtained by American’ Broad- 
casting Co., Columbia Broadcasting 
System and National Broadcasting 
Co. after the commission reftsed 
to postpone the Oct. 1 effective 
date of the ban. 

In granting the temporary relief 


to radio and video, Judge Rifkind 
specified that network counsel 


their own battle against the Fed- | must be ready for hearings on their 
eral Communications Commission's! requests for permanent injunctions 


_ $72 MADISON AVENUE - 
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Yachtsmen Are Luxury Buyers 


where BUYING POWE, 


is the Greatest 


MoToR BoatinG 
NEW YORK 22 N Y 


by the end of October. A special 
three-judge court will hear this 
complaint. 


es Judge Rifkind’s decision here 
paralleled that of Judge Michael 
Igoe who on Sept. 13 in Chicago 
passed a restraining order against 
the commission in a complaint 
filed by Radio Features Inc., pro- 
ducer of the syndicated shows, 
“Tello-Test” and “Tune-Test.” 
The Igoe decision, however, was 
not applicable to TV, since Radio 
Features does not sell any shows 
to video (AA, Sept. 19). 

“The eommission waited a long 
time before handing down this 
ruling,” Judge Rifkind observed 
in making his decision. “It will 
only take a little longer for the 
three-judge court to decide if the 
FCC acted with or without au- 
thority. In the meantime, there is 
no question of safety endangered, 
morals impaired or vital supplies 
interrupted. The values involved 
are more subtle, more important 
perhaps.” 

The judge emphasized that his 
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Like I told you! This boy covers first like 
The Des Moines Sunday Register covers lowa! 


Just look how far #¢ stretches: 


... to the farthest corners of the state. The Des Moines Sunday 
Register covers all 99 lowa counties .. . 50% to 100% in 


82 of them... 


over 25% in the others! 


... to 500,000 families. Only ten cities in America have this 
kind of one-paper circulation! 

... to two big markets. An urban market that ranks with 
Cleveland, St. Louis, Boston, San Francisco—a farm 
market that outranks them all! 

;.. to billions in buying power. lowa spends five billions a 
year—and The Des Moines Sunday Register reaches 7 
out of 10 of those who spend it! 


Advertising has stretched, too, till The Des Moines Sunday 


Register is one of the top 7 Sunday papers in general linage. 
Only the cost remains unstretched—a milline rate of $1.66. 


PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER anv [TRIBUNE 


ABC Circulation March 31, 1949: 
Daily, 368,165—Sunday, 513,001 
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ruling is “as broad as necessary 
to enable the industry to continue 
business as usual.” This, he said, 
will leave broadcasters free to go 
ahead as they see fit on plans for 
future programs. 


ws Suggesting that if giveaways 
are “evil it should not be added 
to by new programs,” Max Gold- 
man, assistant general counsel 
for the FCC, asked the court not 
to make its “immunization um- 
brella large enough to cover pro- 
grams in germination.” He pre- 
sented no arguments against the 
injunction, but reauested it be ap- 
plicable only to present shows. 
“A stay, if granted, is for the 
explicit purpose of putting an um- 
brella over the plaintiffs,” Judge 
Rifkind said. “If I gave them a 
stay to protect their license now, 
but not three months from now, 
then I’m giving them an empty 
bag.” 

Alfred McCormack, attorney tor 
ABC, said immediate action was 
needed to protect the networks 
from losses due to program can- 
celation by stations fearful of 
jeopardizing their licenses. 

“The definitions set down in 
the ruling are so vague and broad 
that, while we may be confident 
that a certain show is exempt, 
our affiliates and their lawyers 
may feel differently,” he stated. 
“We are losing a program [Bristol- 
Myers’ “Break the Bank”’] to NBC. 
It must be replaced. Our program 
department is conStantly trying to 
interest people in new ideas. These 
rules are so broad nobody can tell 
what falls within them.” 


a In its affidavit, American net- 
work said giveaways on the net- 
work and affiliated stations bring 
in $113,510 weekly for radio and 
$16,510 weekly for TV. 

Affidavits also were presented 
from advertising agencies repre- 
senting two “Stop the Music” spon- 
sors. Cecil & Presbrey said this 
top-rating prize program enables 
Speidel Corp., backer of a 15-min- 
ute portion of the show, “to com- 
pete successfully with industrial 
and commercial giants with multi- 
million dollar advertising appro- 
priations.”’ 

Lennen & Mitchell, which hand- 
les 30 minutes of the radio and 
video versions of the program for 
Old Gold, called attention to the 
“high relative standing of this pro- 
gram in terms of listeners as com- 
pared with various other radio and 


television programs.” 
Attorney Samuel I. Rosenm: ». 
representing CBS, pointed out, 
did lawyers for the other networ. s 
that four Columbia-owned static \s 
have license renewal dates w } 
the FCC on Nov. 1. Asserting t! at 
there is nothing new about 1 ie 
giveaway type of program, whi‘) 
had been on the air in one fo m 
or another for at least nine yea s. 
he said the “FCC has not act 
with the kind of speed inspi ed 
by the belief that great injury vw as 
being done to the public.” 
Paul W. William, attorney o; 
NBC, called attention to the pub ic 
stake in the issue, “some of the 
programs under consideration |e 
ing the most popular on the a 
At stake, among other things fron 
the NBC point of view, are wee\|) 
gross billings of $100,000, he suid 


FCC TELLS PLANS 


WASHINGTON—The Federal Com 
munications Commission announ 
ced Wednesday that it will not try 
to enforce its ban on lotteries an 
giveaways until 30 days after the 
Supreme Court decides the ques 
tion. 

The commission recognized thd 
fact that temporary restraining or 
ders against the rules, schedulec 
for enforcement, have been granted 
by federal judges in Chicago an 
New York. It said it was withhold 
ing the rules in order to put al 
parties who may be affected or 
an equal footing. 


BotA Adds 11 Members 


The Bureau of Advertising, Ar 
erican Newspaper Publishers As 
sociation, has added the following 
members: Globe, Atchison, Kan. 
Star, Casper, Wyo.; Times, Gads 
den, Ala.; Reporter, Galt, Ont. 
Times, Huntsville, Ala.; Reporter 
Independence, Kans.; Inter Lake 
Kalispell, Mont.; Optic, Las Vegag 
N. M.; Enterprise, Livingston 
Mont.; Telegram, Norton, Kan, 
and Record-Journal, Washingtoi 
Court House, O. 


Leard Named Sales Chief 

William Leard has been ap 
pointed to the newly-created pos! 
tion of sales manager of Frontie| 
Supply Co., Buffalo, N. Y., whole 
saler of hardware, industrial an 
mill supplies. 


Risdon Names Paul Smith 
Risdon Mfg. Co., Naugatuc 
Conn., has appointed Paul Smit 
Advertising, New York, to hand 
the advertising for its Scope cig 


aret holder. 


Do You 


your telephone! 


517 SOUTH JEFFERSON 


Know? 


You can get your mats, plastic 
plates and proofs anytime—and on 
time—day or night, 24 hours a day 


Progressive is only as far away a: 


WABASH 2-120: 


ag 


MATRIX COMPANY 


VedAWe 


STREET, CHICAGO 7, ILLINOIS 
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Louisa May Alcott 


The wind was an eerie whistle 
through the trees, long fingers of rain 
rapped at the windows like angry 
gremlins. But the inside of the house 
was warm and cozy. Mother darned 
socks. Dad was engrossed in his 
newspaper. And Jane was ensconced 
on the rug with the latest issue of 


The National Comics Group consistently plays a constructive role 
in the everyday dreaming of America’s youth. Jane and millions 
of other sub sub-debs have been getting not only entertainment, 
Sinnies Weaia but worthwhile information and high inspiration as well... from 
every issue of Wonder Woman. 


Chief 

; been ap 
reated pos! 
of Frontie 
. ¥., whole 
dustrial an 


Slowly, Jane looked up, dreamily ’ , 
shai ani Us alii din die adcial Since the very first issue in 1940, Wonder Woman has always 


impassionately the age-old chant of featured the popular series, “Wonder Women of History.” 
youngslers everywhere, “When 1 Florence Nightingale ...Joan of Arc...Helen Keller... Madame 
Curie... Elizabeth Barrett Browning... Amelia Earhart...all have 
become inspiration for every girl’s dreaming. And National 
Comics, with due modesty, is proud to have illustrated...in words 
and pictures...why these famous women are revered, why 
youngsters would do well to emulate these idols. 


Smith 
Naugatuc 
Paul Smit 
k, to hand 
s Scope cig 


As with Wonder Woman, all 34 National Comics titles, and all 
the popular comics heroes as well, have contributed in presenting 
just a little more than pure wholesome entertainment. And all are 
pledged to continue in this worthwhile endeavor. 
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Druggists Urged by 
Murray to Organize 
Fair Trade Bureau 


New York—William J. Murray 
Jr., president of McKesson & Rob- 
bins, and chairman of the fair 
trade policy and planning com- 
mittee of the National Association 
of Retail Druggists, urged dele- 
gates at the group’s 5lst annual 
convention here last week to es- 
tablish a bureau of fair trade and 
to support “a real publicity cam- 
paign to support the principle of 
fair trade.” 

Mr. Murray recommended that 
surveys “to determine the effect 


KLX 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally — 
by Burn-Smith Co. Inc 


of fair trade on prices charged 
consumers be conducted and con- 
tinued to supply the truth about 
fair trade to the public.” Colleges 
of pharmacy, he said, should in- 
clude irformation about fair trade 
in their curricula, and an advisory 
committee representing all seg- 
ments of the drug industry should 
be established for intra-industry 
cooperation. 

The NARD now has a $100,000-a- 
year, three-year publicity program 
for fair trade. This program is 
being directed by Maurice Mermey 
of Baldwin & Mermey, New York. 


ws Retail druggists expect better 
business during the remainder of 
this year, a survey of 285 exhibi- 
tors at the convention revealed 
last week. A sentiment of opti- 
mism was reported among the 
5,500 pharmacists, a record con- 
vention attendance. 

Most drug store suppliers re- 
ported good sales and prospects of 
sales for the rest of this year. Saies 
booked during the convention were 
said to have been considerably 


larger than last year. 

More than 100,000 mostly brand 
name products are now sold 
through drug stores, and it is es- 
timated that $389,000,000 is spent 
annually for national advertising 
of products sold through these re- 
tail outlets. 

Among the exhibition highlights 
was a cigaret lighter which de- 
flected a bullet fired at a master 
sergeant’s heart. This was demon- 
strated at the exhibit of Ronson 
Art Metals Works. 

A new shampoo made from cof- 
fee, called Coffette, was demon- 
strated for the first time by ihe 
Royal Pharmacal Corp. 


Blatz Airs ‘Duffy's Tavern’ 


Starting Sept. 29, Blatz Brew- 
ing Co., Milwaukee, will begin 
sponsorship of “Duffy’s Tavern” 
over NBC, 9:30-10 p.m., EST, on 
Thursdays. It is planned that the 
show will be a radio show ex- 
clusively at the start, but the ar- 
rangement also covers television 
rights. Kastor, Farrell, Chesley & 
Clifford is the agency for Blatz. 
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Berkowitz Tells 


Admen to ‘Tap 
Idle Billions’ 


CINCINNATI—A much greater 
selling effort is required if Am- 
erican business is to tap a bonanza 
in idle billions in consumer spend- 
ing power, Mortimer Berkowitz, 
vice-president and general man- 
ager of The American Weekly, 
told the Cincinnati Advertising 
Club last week. 

The unemployed billions should 
be the target of selling, he told 
the adclub, pointing out that the 
number of American families has 
increased 20% since 1940, the 
number of jobs 25%, disposable 
income (measured in 1940 dollars) 
52%; that retail sales (again in 
1940 currency) have jumped 
65.4%, and that liquid assets (still 
in 1940 terms) are up 97%. 


“The economy is sound. People 
have money. They are not too 
deeply in debt,” Mr. Berkowitz as- 
sured his audience, adding “they 
have paid for the higher cost of 
living and come out with the 
greatest money reserve in history.” 


s Quoting from the August issue 
of the “Federal Reserve Bulletin,” 
Mr. Berkowitz noted that 36,000,- 
000 of the country’s 50,400,000 
spending units had liquid assets, 
and that the number of holders of 
liquid assets had risen about l,- 
000,000 between 1945 and 1948. He 
called attention to the fact that 
10,500,000 spending units whose 
heads are skilled or semi-skilled 
workers now have incomes of 
$3,000 and more a year. 

“There are still some people who 
believe that incomes of $5,000 and 
more constitute the real badge of 
solvency... However, the num- 
ber of spending units with a skilled 
or semi-skilled worker at the head 
with incomes of $5,000 and more 
is far greater than in either the 
professional or official, manager 
and self-employed groups. It is al- 


Recipe for success : 


Catch am While Theyte Deciding” 


RANTING that home is where most 
goods are used— 


Granting that home is where decisions 
to buy are made on everything from 
breakfast foods to electric dish- 
washers— 


Granting, further, that home is where 
brand preferences are born and bred— 


Homes & Gardens is “‘America’s lst 
Point of Sale.” 


For BH&G has a uni 


won't find in any other magazine 
with that much circulation—nothjng 


prompts people to do things—and 
have things—that will make their 
good lot even better. It opens their 
pores to the buying impulse—and if 
you catch their eye while they're 
making up their minds, you have a 
distinct “edge” in completing a sale. 


Se far this year more than 1425 ad- 
vertisers have already seen what 
“catch ‘em while they’re deciding” 
can do. America’s First Service Mag- 
azine today is close to the top of any 
publication listing in terms of adver- 
tising revenue per issue.* 


If you want to sell a huge husband- 
wife market living in three-million- 
plus homes—with their above-aver- 
age incomes, higher standards of 
living, brisker buying habits—see 
your Better Homes & Gardens repre- 


most as great as these two groups 
combined,” he pointed out. 

“If you want to find the idle 
billions of dollars, you have to 
look to the great masses of the 
people... You must also look to 
the rich, but there are not enough 
to provide the flow of billions 
needed for a stable foundation for 
the new American economy,” he 
advised the group. 


41 TV Stations to 
Air World Series 


New YorK—At press time, Rob- 
ert A. Jamieson, DuMont traffic 
manager, and coordinator for the 
World Series telecasts, had orders 
from 41 of 53 stations offered the 
baseball classic on cable service. 

Despite howls of protests from 
stations, which will get no time 
payments from Gillette Safety Ra- 


Then it’s only natural that Better 


America's ££ Paint of Sale ; 


A& SCREENED MARKET OF MORE THAN 3,000,000 sETTER HOMES 


but helpful information on wayé to 
improve home living. 
Now. this 100% Seryi€e appeal _ sentative. 


*Want to know just how close? 
We'll be proud to show you! 


zor Co., sponsor of the event, only 
two—WMAL-TV, Washington, and 
WTMJ-TV, Milwaukee,—rejected 
the event. WMAR-TV, Baltimore, 
did not acknowledge the offer, 
which DuMont figures is equiva- 
lent to a rejection. 

Gillette, as it did last year, of- 
fered the series to all TV stations 
and networks. Cooperating in the 
coverage, the four networks will 
share cable costs. Such a move, of 
course, means that in most cities 
a televiewer who tunes on his set, 
whatever the channel, is bound to 
be caught with a Gillette com- 
mercial. 

The networks still must decile 
among themselves which will kine- 
scope the games for distribution 
to non-connected cities. 

Mutual Broadcasting System, 
which holds the broadcast righ's 
to the series, will carry the AM 
coverage, exclusively and for pey. 


Grey Issues Market Study 


Grey Advertising Agency, New 
York, has issued a new stuly, 
“Eyes Off the Ceiling,” which >f- 
fers “58 tested ways to broa ‘en 
your market; 172 tested ideas ‘ 1at 
flogged lagging volume, an 4 
checklist of 96 tested sales-bi !d- 
ing tools.” The report is prov ded 
without cost to national adve ‘1s- 
ers; for others, a $5 charge is nm dé. 


Throughout the U.S.A, the best-inf 
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“AN PLE: Esquire Advertising Sells Apparel! Cluett, Peabody Company 
Arrow shirts: ESQUIRE obviously sells a lot of Arrow shirts .. . to 

young men going back to school .. . to clothes-conscious men of all ages. There 
‘ been an Arrow ad in every issue of Esquire since the start of the magazine 
ack in 1934! And in 1949, Arrow is using four-color spreads at important retail 
elling seasons. This leading advertiser has invested almost a million dollars in 


dvertising in... “the service magazine for men.” 
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No Advertising 
Sells like Advertising in the 


Bo CS o 
HEN YOU'RE SELLING fast-cookin’ groceries or sweet-smellin’ cosmetics ... 


\ \ you start with advertising in the women’s service magazines. Proof? 
Among all the nationally marketed women’s products, it’s hard to find a single 
leading brand that is not advertised in one or more of them! 

There’s power for you! The same kind of power that Esquire aims straight at 
the man-market. And since Esquire is the on/y national service magazine for men, 
it stands to reason that Esquire is the No. 1 medium for advertising vacation spots 
where men ought to go—the automobiles to get ’em there, the clothes to wear, 
the good things to eat and drink while they’ re there. 


COSTS 50¢...HAS MORE READERS-PER-COPY 
THAN ANY OTHER NATIONAL MAGAZINE! 


Esquire is a “how-to-do-it” book. A “‘what’s new, what's correct’”’ book. One 
that offers its readers authoritative help and guidance in their day to day business 
of living. Just as the women’s service magazines teach beauty, so does Esquire 
teach good grooming. Where they talk “home,” Esquire talks “office.” People 
don’t read either Esquire or the women’s service magazines just to kill time. They 
read page after page because they want to know how to do, to act, to buy. 

Esquire selects, wraps up and delivers an audience unique in the history of 
advertising media. First: more than 750,000 men who lay 50¢ on the line every 
month—or six big, recession-size dollars per year. That's our all-time high in 
circulation, ‘Then, Esquire adds on about ten extra readers per copy (real, live 
readers documented by solid independent research). That's the sEVEN-MILLION 
READER-MARKET... of a half-dollar service magazine. 


OCTOBER ISSUE 


HAS ALL THIS (AND PLENTY MORE) 
TO PLEASE 7,000,000 READERS 


“THE TALL FOR FALL” 
eight pages of 
men’s apparel. 


T 800,000 
NOW! Highest Net 

Paid Circulation 
Yin ESQUIRE | 
history! 


750,000 
Eight, count ‘em, 
au.horitative predictions in 


° 700,000 
“MAN'S DOG” A special supplement makes 
fascinating reading of the dogs most popular 
ith men. 
with men . | __| 650,000 
A MAN’S CRUSADE FOR EASIER 
CHILDBIRTH 
° ! 600,000 
VACATION a CALENDAR 1947 1948 1948 1949 
H. L. MENCKEN, LOUIS PAUL, 2nd Holf Ist Holf 2nd Half Ist Half 


LELAND STOWE, JIMMY CANNON 
... A 166-Page Man’s World! 


2% 


E MAGAZINE FOR MEW! 
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Anti-Anti-Trust 
Suit Copy Run by 
A&P Nationally 


New York—Great Atlantic & Pa- 
cific Tea Co. last week asked 
newspaper readers from coast to 
coast whether or not they wanted 
A&P put out of business, in a 2,- 
000-newspaper campaign designed 
to support its fight against an anti- 
trust suit filed in federal court in 
New York calling for dissolution 
of the company. 

Pointing out that the attack 
would mean higher food prices 
if successful, A&P headlined: “This 
poses a basic question for the 


American people: Do they want to 


continue to enjoy lower prices and 
better living, or do they want to 
break up A&P and have lower 
living standards?” 

The statement explained that the 
suit was brought under the anti- 
trust laws which were passed to 
prevent anyone from getting a 
monopoly and then raising prices 
to the public. 


w “We have never done any of 
these things,” said A&P. “Nobody 
has ever shown we have anything 
even approaching a monopoly of 
the food business anywhere. No- 
body has ever said we charge too 
high prices—just the opposite. We 
would not have had any of this 
trouble, if, instead of lowering 
prices, we had raised them, and 


“FOR FREEMAN’S MONEY PANELLIT’S 
VICE-PRES. FREEMAN SHOE CORP. 


SIGN IS THE BEST.” SAYS M. L. CARROLL 


PORTABLE 


ta" 


DISPLAYS 


 PANELLIT DISPLAYS INC. 
«1131 W. SHERIDAN RO. 
CHICAGO 40, ILL. 


, ocketed the difference.” 

A&P said that the entire Amer- 
ican system of efficient low-cost, 
low-profit distribution is threat- 
ened, because “if the anti-trust 
lawyers succeed in destroying A&P, 
the way will be cleared for the 
destruction of every other efficient 
large-scale distributor.” 

Paris & Peart, New York, han- 
dles the A&P account. 


Name Symonds, MacKenzie 
James B. Clow & Sons and its 
subsidiaries, the Eddy Valve and 
Iowa Valve companies, have 
named Symonds, MacKenzie & 
Co., Chicago, to direct the adver- 
tising of their cast iron pipe and 
fittings, valves, hydrants and heat- 
ing equipment in business papers 
and newspapers. J. Morse Ely, for- 
merly account executive of Bu- 
chanan & Co., has joined Symonds, 
MacXenzie as account executive. 


Arnold Appoints Daniels 

John J. Daniels, formerly an ac- 
count executive of Cory Snow Inc. 
and John C. Dowd Inc., has been 
appointed account director of Ar- 
nold & Co., Boston agency. 


Advertising Age, September 26, 1949 


Resist Urge to 
Change Agency, 
Young Pleads 


New YorK—The constant switch- 
ing of advertising agencies by ad- 
vertisers constitutes one of the 
most wasteful and unnecessary 
habits of American business to- 
day, John Orr Young, public rela- 
tions consultant, told the Adver- 
tising Men’s Post of the American 
Legion here. 

Mr. Young cited the fact that 
the average account switches every 
two and a half years. He said this 
means lost time for the agency, 
and the business of traveling and 
soliciting all over again, while for 
the client it means the time in 
selecting an agency and breaking 
it in must again be spent. 

Mr. Young, onetime partner of 
Young & Rubicam, told the legion- 
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naires that he used to tell clients 
that “the first is the worst,” and 
he said a recent review of first 
ads for many Y&R clients con- 
vinced him that they were “far 
inferior to those turned out by the 
agency after our copywriters and 
art men got their. pitching arms 
warmed up.” : 


a In Mr. Young’s opinion, the two- 
and-a-half-year figure applies to 
the great mass of advertisers, but 
not to the most successful of the 
large advertisers. This elite group 
has, he thinks, gained enough ex- 
perience to discover the fallacy 
“of constantly switching from one 
agency to another, and they learned 
how to make longer lasting con- 
nections by mastering the tech- 
niques of choosing an agency, with 
the result that... [they] have had 
the same agents for many years.” 

Changes are often justified, Mr. 
Young admits. “Sometimes an 
agency gets into a service rut and 
either does not know how to get 
out of it or is so complacent about 
his connection with the client that 
he doesn’t try hard enough,” Mr. 
Young reported. 

Another frequent reason for 
losing an account, he believes, is 
that the agency has been giving 
“more of its time and talent to 
the solicitation of new accounts 
than to outdo his last year’s service 
record.” 


es Mr. Young still thinks multiple 
agencies are all to the good. He 
says he pioneered the idea when 
he was advertising manager of 
Procter & Gamble’s Crisco divi- 
sion. He wanted an agency spe- 
cializing in Crisco, although the 
company’s policy then was to lodge 
the entire account in a single agen- 
cy. 
“Today, P&G, America’s largest 
advertiser, has more agents per- 
haps than any other advertiser. 
Some of these agents have served 
the company for many years,” he 
commented. 

“The average life of an account 
in an agency being two and a half 
years, both the advertiser and his 
agency thus are handed a tough 
handicap,”’ Mr. Young summarized, 
“because not enough time is al- 
lowed for client and agent to make 
good with each other.” 


Benson Joins Hayhurst 


Nathaniel A. Benson is return- 
ing to Canada to join the execu- 
tive staff of F. H. Hayhurst Co., 
Toronto. Mr. Benson was trans- 
ferred from the Toronto office o! 
Young & Rubicam to that agency's 
New York office in 1943 and late: 
was associated with Batten, Barton, 
Durstine & Osborn and Biow Co 
While in New York he acted as 
dramatic critic for Saturday Night, 
Toronto. 


Muray Appoints Marshall 


Frank B. Marshall, former! 
with Underwood & Underwood : ; 
vice-president in charge of tl: 
Chicago studios and the midwe t 
territory, has been named mi - 
west representative of Nickol :s 
Muray & Associates, photograp! ¢ 
p'ctorialist, with headquarters it 
646 N. Michigan Ave., Chicago 


- ADVERTISING, _ 
MERCHANDISING, 
and EDITORIAL 


INFLUENCE 
_in the DAKOTAS 
Debates Cun Magazine 


ABERDEEN, SOUTH DAKOTA 
J.P. MALONEY, 4dvertreine Manceer 
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Again for the third year a display of 79 demonstration homes is attracting crowds of Chicago’s 
home-minded to different locations throughout Chicago and suburbs during the Chicagoland 
Home & Home Furnishings Festival, sponsored by 15 different trade groups and the Chicago 
Tribune. An outgrowth of the Prize Homes and Better Rooms competitions sponsored by the 
Chicago Tribune, the Festival continues through Oct. 10. 


Thirty-three of the 79 demonstration homes spurring interest in homes and everything that 
goes into homes during the Chicagoland Home & Home Furnishings Festival are completely 
furnished and decorated by Chicagoland stores. Shown above is the dining room of one of the 
Festival homes on display in Skokie, Illinois, north of Chicago. 
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every Saturday! 
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Chicago bus drivers are reporting that the high schoolers who ride with them these days are a 
much more smartly dressed lot since the Chicago Tribune launched its Saturday teen-age 
‘ashion presentations last spring. Carrying on the campaign is the new series of highly person- 
alized and localized high school fashion pages launched Sept. 10. Photographing students at 
various schools and identifying them by name and school, the Tribune’s new young people’s 
tashion series confirms the bus drivers’ observations. 


ns 


FOR GREATER RETURNS IN CHICAGO, 


Mrs. Catherine Myer, executive secretary, 
Bonwit-Teiler’s new Chicago store, exam- 
ines some of the applications for charge ac- 
counts after this fashion establishment 
placed a full page ad in the Chicago Tribune 
inviting readers to open accounts. ‘The re- 
sults from the first newspaper ad we ran ina 
Chicago newspaper were most gratifying,” 
reported Ray Rudolph, pres., Bonwit-Teller. 
“The response far surpassed our expecta- 
tions.” 


If you enjov 2OC re) cottec... 
trv the one “S@™? coffee 
\ y 
that so many, many people 


Kay Hernan models a velveteen dinner dress 
executed from a winning design in the Chi- 
cago Tribune’s $5,700 American Fashions 
Competition. With a wide, deep, plunging 
neckline, an intricately draped skirt and 
short, slim sleeves with turned back cuffs, 
this daring creation will be shown in full color 
in the series of Prize Fashion presentations 
to be placed before Chicago Tribune readers 
starting Oct. 2 in the Sunday Color Picture 
section. 
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ADVERTISE 


The flavor appeal gets the call in the new campaign launched last week in behalf of Manor 


House Coffee. Shown above is the double page spread which appeared in the Chicago Daily 
Tribune on Sept. 15. Earle Ludgin & Company is the agency. 


4 


With some 1,000 cords of pulpwood, the Shelter Bay, one of the units of the Chicago Tribune 


fleet, heads for the newspaper’s paper mill at Thorold, Ont. There the cargo of logs will be con- 
verted into newsprint sufficient to keep Chicago Tribune presses rolling for approximately two 


average daily issues. 


IN THE CHICAGO TRIBUNE 
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Spot News: Moore’s 
Spot Unspotted 


New YorK—That story about 
Arthur Moore and his radio spot 
as AA tells it in this issue on 
Page 34, it turns out, didn’t quite 
end that way. Five of Mr. Moore’s 
friends in New York—he formerly 
directed Borden’s “County Fair” 
—did try to buy an announcement 
on WAKR, Akron, to congratulate 
Mr. Moore on being made manager 
of the station. 


The message, however, never 


t engraver 


7\2 FEDERAL STREET © CHICAGO 5 
Phone WAbash 22-8816 


was aired. Hal Davis, publicity 
director of Kenyon & Eckhardt, 
received a note from WAKR’s rep- 
resentative expressing Mr. Moore’s 
appreciation and the station’s re- 
gret that the spot could not be used 
because of its commercial policy. 


Schenley Won't Use 


Radio, Video—Now 


New YorK—Schenley Distillers 
last week announced that it is not 
including radio and television in 
present advertising plans, but add- 
ed: “The advertising department 
will keep the matter of radio and 
television advertising under ex- 
ploration and consideration.” 

Noting that 200 radio stations, 
many of them major network out- 
lets, told Schenley that they 
would accept hard liquor adver- 
tising, J. L. Leban, Schenley pres- 
ident, declared: “The time un- 


doubtedly is coming when dis- 
tilled spirits advertising on the 
major radio and television out- 
lets will be accepted as complete- 
ly for our industry as advertising 
in the major magazines and news- 
papers is today.” 


Weintraub Names LeWald 


Curtis C. LeWald, formerly ad- 
vertising manager of the Buick 
division of General Motors Corp., 
has joined William H. Weintraub 
& Co. as manager of its Willow 
Run, Mich., office and resident ac- 
count executive on the Kaiser- 
Frazer account. 


Dodge Ups Ad Schedule 


Fall promotion for Chrysler 
Corp.’s Dodge division embraces 
a newspaper schedule of more than 
3,000 newspapers, representing an 
increase of approximately 25% 
over the previous number used. 
Ruthrauff & Ryan, Detroit, handles 
the account. 


Advertising Age, September 26, 1949 


Druggists Tell 
Plans to Study 
Selling Costs 


(Continued from Page 1) 
tion here last week (see story on 
Page 4), the survey will be the 
most comprehensive ever under- 
taken in the drug field, and will 
be financed by retailers, whole- 
salers and manufacturers. 

In addition, it is expected that 
the National Association of Mag- 
azine Publishers will participate 
in a phase of the NARD study to 
the extent of underwriting, in 
whole or in part, research with 
respect to sales of periodicals in 
drug stores (AA, Sept. 19). At the 
recent meeting of the NAMP at 


The Du Mont Television Network 


Telecasts from WGN-TV, Chicago as well as WABD, New York 


For the promotion-minded Midwest, Du Mont offers every facility for produc- 


ing the best in television through the studios of its Chicago affiliate, WGN-TV. 


National advertisers now have their choice of two originating cities, serving a 


list of stations which can be seen by 99% of the country's television receivers ! 


515 Madison Avenue, New York 22, N.Y. * 
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Western Division, Marshall Field Bldg., 


Copyright 1949, 


135 So. La Salle St., 


Allen B. Du Ment Laboratories, Inc. 


Chicago, Ill. 


Spring Lake, N. J., it was dis- 
closed that half of all single-copy 
magazine sales are accounted for 
by 32,000 retail drug stores, which 
sell $196,000,000 worth of maga- 
zines annually, or about 15.6% of 
their gross sales. 


s The nature and extent of NAMP 
participation in the NARD cost 
study has still to be determined by 
action of the NAMP’s board of 
directors, which is expected to be 
taken shortly, Arch Crawford, 
president of NAMP, told AA. 

One of the principal reasons why 
retail druggists feel that a thor- 
ough cost study is essential is that 
they are convinced the issue of 
discounts must be pushed to a 
satisfactory conclusion if they are 
to continue in business. 

“This must be done,” according 
to Dr. John W. Dargavel, executive 
secretary of NARD, “before it is 
too late to overcome the down- 
swing in business. Most retail 
druggists,” he said, “are on the 
edge of a financial whirlpool. 
“Certain manufacturers,” Dr. 
Dargavel said, “have insisted that 
they had to have more data than 
they possessed to enable them to 
exercise judgment in connection 
with revisions of discounts. They 
proposed a survey on drug store 
operation to gather the informa- 
tion. The NARD agreed to it.” 


s A policy committee was set up 
to organize the survey. Frank 
Moudry, a retail druggist of St. 
Paul, is chairman, and Dr. Her- 
man Nolen, vice-president of Mc- 
Kesson & Robbins, New York, is 
vice-chairman. 

A pilot study has been made 
in Columbus to determine methods 
and details of gathering and com- 
piling data, Dr. Nolen said. “De- 
tailed questionnaires will be sent 
out nationally, and every known 
method will be employed to check 
and double check the information 
we need to make this the most 
comprehensive retail survey ever 
attempted. 

“Every sale in every department 
in every store to be surveyed will 
be recorded. Records will be put 
on IBM cards. When the survey 
has been completed we will know 
virtually everything there is to 
know about costs, margins, turn- 
over and even pilferage.” 

Dr. Nolen said it will be a year 
or more before the final report is 
completed, but that partial reports 
will be issued from time to time 
as rapidly as data can be compiled 
and analyzed. 


Ford Institutional 
Account to K&E 


Detroit—Appointment of Ken- 
yon & Eckhardt Inc., New Yor\, 
to handle Ford Motor Co.’s inst'- 
tutional advertising was announced 
Thursday by J. R. Davis, vic°- 
president in charge of sales a « 
advertising. 

J. Walter Thompson Co. v/!! 
continue to handle both Ford pr: 1- 
uct and dealer accounts, Mr. Da ‘is 
said. K&E also will continue ‘to 
handle Lincoln-Mercury proc ‘¢' 
and dealer advertising. 


TayTade! 


* ONLY ABC Toy Publicatic 
© 46 Years... the OLDES 


*® Carries MORE ADVERTISI 
by More Individual 
_ Advertisers! 
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— McCREADY PUBLISHING CO. 


71 West 23rd St. New Yort-10 Ng 
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WHEREVER YOU FIND IT, YOU FIND A 


MANAGEMENT-MAN...WELL INFORMED 


The packaging industry provides materials and containers for pack- 
aging practically every article of commerce ... from apples to zymom- 
eters. Individual operations in the industry vary widely in character, 
but there is agreement on one important part of the over-all formula. 
That is the use of Business Week to sell the maker’s products and 
services to the user. 


REASON: Business Week reaches a highly concentrated audience of 
Management-men . . . executives who make or influence buying de- 
cisions on packaging. 

RESULT: The packaging industry finds Business Week a profitable 
medium, as witnessed by the fact that Business Week regularly car- 
ries more of this advertising than any other general business or news 
magazine. And for just one reason — 


Basic Formula: PACKAGING 


Packaging Advertisers* 
in Business Week 


Acme Steel Co. 

Container Corp. of America 
Continental Can Co., Inc. 

Fort Wayne Corrugated Paper Co. 
Food Machinery and Chemical Corporation 
The Robert Gair Co., Inc. 

The Gardner Board & Carton Co. 
Gaylord Container Co. 

General Box Co. 

The Hinde & Dauch Paper Co. 
Kimberly-Clark Corporation 
Package Machinery Co. 
Wirebound Box Mfrs. Ass‘n, Inc. 


*Source : Publishers’ Information Bureau Analysis 


A McGRAW-HILL PUBLICATION 
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full-page advertisement offers can- 
did answers to such possible points 
of confusion as: 

“How big should the picture be? 
Big enough to watch at a comfort- 
able distance in your room. 

“What about color and UHF? 
Right now, nobody knows when 
color television will be practical. 
But when it is, the receiver you 
buy today will not be obsolete. It 
will receive color pictures and 
simply translate them into black 
and white. By attaching an adapt- 
er, you'll be able to get full color. 

“How about tuning? It can now 
be as simple as turning just one 
knob—once. Stromberg-Carlson 
calls that Steady-matic control. 


Stromberg-Carlson 
Copy Explains TV 


ROcHESTER—Stromberg-Carlson 
Co. has launched a fall drive for 
its TV set line with full-page 
newspaper advertisements in 11 
major markets. 

The initial copy will be followed 
by weekly insertions of 1,200 to 
1,500 lines. In 19 smaller cities 
800-line ads will be scheduled dur- 
ing October and November. 

Theme of the campaign, which 
is directed to the potential pur- 
chaser who is on the fence about 
television, is an educational one 
which will benefit the industry as 


well as Stromberg-Carlson. The : . 
es “As to picture quality: Today 


in most locations pictures don’t 
have to look like a snowstorm. Of 
course, the better a receiver is 
engineered, the clearer the picture. 
And, by and large, direct-view 
pictures give a sharper image. 
Lots of receivers don’t offer di- 
rect-view. But Stromberg-Carlson 
gives it to you in all popular sized 


S.S. SPECIAL 


FRISKET CEMENT 
$5.00pergal. $1.50perqt. 
ARTEX ARTIST 


RUBBER CEMENT 
$3.50 pergal. $1.75perat. 
5.5. RUBBER CEMENT (0. 


310 N. MICHIGAN AVE., CHICAGO 1, ILL. 


tubes from the 10” up.” 

Among the sets to be featured 
are a 10” table model at $249.95, 
a 12%” console at $429.50 and a 
12%” combination at $795. 

Federal Advertising Agency 
handles Stromberg-Carlson’s ad- 
vertising. 


Continental Agency Net 
Schedules Seminar Series 


A series of three-hour seminars 
on “More Income and Less Cost” 
will feature the 1949 convention of 
the Continental Agency Network, 
scheduled for Sept. 30 and Oct. 1 
at the Broadmoor Hotel, Colorado 
Springs, Col. 

The Continental Agency Net- 
work consists of 17 agencies from 
all sections of the country. John 
F. Arndt, president of John Falk- 
ner Arndt & Co., Philadelphia, is 
president. 


Joins Metcalf Agency 


A. Russell Tomkinson, formerly 
with Hammond-Goff Advertising 
Co., has joined George T. Met- 
calf Co., Providence, R. I., as an 
account executive. 


Gair, Reynolds 
Agree on Output 
of Folding Cartons 


New YorK—Robert Gair Co., 
manufacturer of cartons and ship- 
pers’ containers, and Reynolds 
Metals Co., Richmond, Va., maker 
of aluminum foil and labels, have 
agreed to produce an expanded 
line of packaging known as Gair- 
Reynolds Foiline folding cartons. 
The arrangement permits Gair 
to carry on the foil carton manu- 
facturing activities of Reynolds. 

Reynolds will turn over to Gair 
processes for laminating and print- 
ing foil, and will lease the neces- 
sary machinery. Reynolds will 
give Gair any future improve- 
ments in printing techniques that 
are developed. 

In addition to the territory east 
of the Mississippi River normally 
served by Gair’s sales organiza- 
tion, Reynolds will extend the ter- 
ritory of Gair-Reynolds Foiline 
cartons to the Pacific Coast. 


IOWA LISTENING DOUBLED 


1941! 


Rapio listening in Iowa has increased 
213% since 1941! 


This and other significant trends are 
features of the 1949 Iowa Radio Audi- 
ence Survey.* For the twelfth consecu- 
tive year, this outstanding Survey con- 
tinues to give a complete and accurate 
picture of radio in Iowa. It enables ad- 
vertisers and agencies to determine 
lowa’s greatest radio value for any radio 
promotion, in any or all parts of the 
State! 


This valuable book will be off the 
press in a few days. Write now to reserve 


your free copy. 


* The 1949 Iowa Radio Audience Survey is a 
“must” for every advertising, sales or market- 
ing man who is interested in Lowa. 


The 1949 Edition is the twelfth annual study 
of radio listening habits in Iowa. It was made 
by Dr. F. L. Whan of Wichita University—is 
based on personal interviews with over 9,000 
Iowa families, scientifically selected from cities, 
towns, villages and farms all over the State. 


As a service to the sales, advertising and 
research professions, WHO will gladly send a 
copy of the 1949 Survey to anyone interested 


in the subjects covered. 


W inl 


© 


+ for lowa PLUS * 
Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


cy FREE & PETERS, INC. 


National Representatives 


| monthly 


Sept. 26-30. Premium Advertising As- 
sociation of America, annual Premiums 
& Advertising Specialties Exposition, 


7ist Regiment Armory, New York. 

Sept. 29-30. Newspaper Advertising 
Managers’ Association of Eastern Canada, 
second annual convention, Mount Royal 
Hotel, Montreal. 

Sept. 30-Oct. 2. Inter-City Conference 
of Women’s Advertising Clubs, Cleveland. 

Oct. 4-5. Annual eastern conference of 
American Association of Advertising 
Agencies, Hotel Roosevelt, New York. 

Oct. 6. Export Advertising Association, 
first annual convention on international 
advertising, Hotel Biltmore, New York. 

Oct. 10-11. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 10-12. Association of National Ad- 
vertisers, annual meeting, Waldorf-As- 
toria, New York. 

Oct. 14. Central Council, American As- 
sociation of Advertising Agencies, an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 16-18. Pacific Council, American 
Association of Advertising Agencies, an- 
nual meeting, Arrowhead Hot Springs 
Hotel, San Bernardino, Cal. 

Oct. 17-18. Inland Daily Press Associa- 
tion, annual ,meeting, Congress Hotel, 
Chicago. 

Oct. 18-19. Agricultural Publishers As- 
sociation, annual meeting, Chicago Ath- 
letic Association, Chicago. 

Oct. 19-21. Association of Canadian Ad- 
vertisers, 35th annual convention, Royal 
York Hotel, Toronto. 

Oct. 19-22. Financial Public Relations 
Association, 34th annual convention, 
Edgewater Beach Hotel, Chicago. 

Oct. 20-21. Audit Bureau of Circulations, 
annual meeting, Drake Hotel, Chicago. 


Oct. 31-Nov. 3. Southern Newspaper 
Publishers Association, Mineral Wells, 
Tex. 

Nov. 3. Michigan Council, American 


Association of Advertising Agencies, fall 
meeting, Hotel Statler, Detroit. 

Nov. 4. Fifth district, Advertising Fed- 
eration of America, Indianapolis. 

Nov. 4-5. Sixth district, Advertising 
Federation of America, Racine, Wis. 

Nov. 11-13. Southwestern Association 
of Advertising Agencies, Tulsa Hotel, 
Tulsa, Okla. 

Nov. 13-17. Printing Industry of Amer- 
ica, 63rd annual convention, Biltmore 
Hotel, Los Angeles. 

Nov. 29-Dec. 2. Outdoor Advertising 
Association of America, 54th annual con- 
vention, Hotel Book-Cadillac, Detroit. 


Jan. 23-25, 1950. Newspaper Advertis- 
ing Executives Association, annual con- 
vention, Edgewater Beach Hotel, Chi- 
cago. 


March 28-31, 1950. Premium Advertising 
Association of America, 17th annual na- 
tional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 

April 11-12, 1950. Annual symposium 
and exhibit, Point of Purchase Advertis- 
ing Institute, Waldorf-Astoria Hotel, New 
York. 

June 29-July 1. National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 


GF Features Recipe Booklet 
in Minute Rice Drive 


General Foods Corp., New York, 
has begun national distribution otf 
a 12-page recipe booklet to pro- 
mote sales of Minute rice in a new 
consumer campaign extending 
from retail grocery stores to con- 
sumer magazines. 

A special banding of 18 pack- 
ages of Minute rice in each cas¢ 
for a price to be set by the indi- 
vidual retailer will feature th« 
leaflet. Labeled “Smackin’ Goo 
Meal Ideas with New Minut 
Rice,” the booklet gives 16 way 
to prepare rice from main course 
to desserts. Eight full-page, four 
color ads featuring the reci} 
booklet will appear in Good Hous: 
keeping, Ladies’ Home Journa 
This Week Magazine and Woman 
Home Companion. Six insertio! 
will run in Country Gentlem ii. 

Young & Rubicam handl¢s 1! 
account. 


Minneapolis CofC Plans 
New Monthly Publication 


The board of directors of 
Minneapolis Chamber of Co 
merce have authorized the publi: 
tion of a monthly magazine sta 
ing in October devoted to M 
neapolis business life and tell! 
the story of CofC activities. 1 
board voted $4,300 to defray c 
for the remainder of the ye 
However, advertising will be s« 
to finance its publication in 19 

The proposal to publish 
followed the discont! 


_uance of Civic Activities, publis! 
| by the Minneapolis Civic Coun 


Initial circulation will be m« 


than 2,000 to Minneapolis busin: 
| men. 
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Grocer’s Sample 
Opens Door for New 
Adolph Meat Powder 


Los ANGELES—Santa Ana and 
Long Beach test introductory cam- 
paigns for Adolph’s Meat-Ten- 
derizer convinced Adolph’s Food 
Products that its most effective 
method of building distribution is 
to leave a sample of the meat sea- 
soning with grocers, urging them 
to try it at home. 

And because of the successful 
response to the test campaigns by 
consumers, the company will enter 
the Los Angeles market this week, 
using newspapers, radio and tele- 
vision. 

The product contains salt, spices, 
flour, sugar “and the miracle in- 
gredient, Vitazyme, made from the 
tropical papaya melon.” The Meat- 
Tenderizer powder is recommended 


asta | for use on steaks, chops and roasts. 


The Los Angeles newspaper 
schedule calls for small space once 
a week for 52 weeks in the five 
metropolitan dailies, the Examiner, 
Herald-Express, Mirror, News and 
Times. 


a On radio, the company either 
will participate on a daily half- 
hour women’s program or use 
chain breaks and spots. A one- 
minute film commercial will be 
shown at various times on all sta- 
tions in the area, and a mail order 
test also is being made, with an 
insertion in the Oct. 2 New York 
Times Magazine. 

In test markets, the company 
held up advertising until 60% dis- 
tribution was obtained, although 
this is not true in Los Angeles 
where the size of the market would 
have delayed the introduction too 
long. All sales are made on a 
straight sale basis, without con- 
signment shipments. 

No effort is made to take orders 
at the time the sample is left with 
the grocer, and the company has, 
in fact, refused to make sales until 
the grocer has tried the product 
and expressed satisfaction. 

Mayers Co. directs advertising 
on the account. 


Red Devil Paint 
Ads Will Run in 
‘N. Y. News’ Only 


New YorkK—Technical Color & 
Chemical Works, maker of Red 
Devil paint products, has launched 
a series of 1,000-line ads in the 
New York Daily News promoting 
a new kitchen and bathroom wall 
enamel. The print schedule, now 
covering only the News, will run 
until December. 

Red Devil ads are directed to 

men and stress low cost and 
© se in painting drab kitchens and 

‘ary bathrooms. 


\ spokesman for the company 
| AA that the new enamel will 
merchandised only within a 
-mile radius of New York for 
present. Future plans may ex- 
{ the distribution to Boston 
4nd Philadelphia. 
Bly kstone Advertising 
ency. 
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lonument Builders Conduct 
~Onvention Sales Training 


or to its annual convention 
a Chicago, the Monument Build- 
rs of America held four-day con- 
‘erence training and sales train- 


‘| 18 courses for instructor-students. 


lhe 14 conference training stu- 
‘ents then conducted courses dur- 
g the convention for 175 dealers 
d their assistants. 
Ina Similar manner, the instruc- 
r-trainees in the pre-convention 
‘ les training course used war- 
‘orn teaching methods to put 
ross the association’s intensive 
es training programs for deal- 
ers during the four-day conven- 
‘\n, thus telescoping several years 
© instruction work into one week. 


€ 


Names Hirshon-Gartield 


Millers Forge Mfg. Corp., man- 
ufacturer of manicure specialties, 
New York, has named Hirshon- 
Garfield, New York, to handle ad- 
vertising and merchandising. Na- 
tional magazines and business pa- 
pers will be scheduled. 


Appoints Abbott Kimball 

Piuma Wineries has appointed 
the Los Angeles office of Abbott 
Kimball Co. of California to han- 
dle all advertising and promotion- 
al activities. 


Appoints Peter Benziger 


Peter Benziger, formerly in the 
New York office of Ridder-Johns 
Inc., newspaper representative, has 
been named manager of general 
advertising of the St. Paul Dis- 
patch and Pioneer Press. 


Olympic Names Sykes Agency 

Olympic Luggage Corp., Kane, 
Pa., maker of plastic luggage, has 
named Sykes Advertising, Pitts- 
burgh, to handle its advertising. 
Trade publications and magazines 
will be used. 


Otto Agency Adds Harris 


Robert Otto & Co., New York, 
has added Collingwood Harris to 
its creative department. Mr. Har- 
ris was formerly with the adver- 
tising department of Bruno Inc., 
home appliance distributor. 


Fine Heads Printing Sales 

J. A. Want Organization, New 
York, photo-offset and letterpress 
printer, has promoted Jack W. Fine 
to sales manager. Mr. Fine has 
been with the Want organization 


for 12 years as a salesman. 


gives that 
visual life! 
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_ MORE “E” BONDS 
PER CAPITA THAN : 


ANY OTHER STATE 


 BIRSTING 
MORTAGE REDUCTION 


FIRST IN PRODUCT 10N 


OF RYE AND OATS 


ONLY SoutH Dakota DAILIES . 


SOUTH DAKOTA FOLKS 
SPEND 81% MORE THAN 
NATIONAL AVERAGE 


.eREACH 7047 07/0 FAMILIES IN THIS 
RICH RESPONSIVE MARKET! 


Standing unchallenged by an 


newspaper, South Dakota Dailies are ready to tell and sell 


your product story to a rich, 


market which is populated with folks who have money 
to spend. Right now they’re spending 81% more than 
folks all over the country and yet they have enough cash 
in reserve to lead the nation in the per capita purchase of 
Series ‘‘E”’ Savings Bonds. Not only that, but they aren’t 
cashing-in those bonds either. That’s why advertisers who 
use South Dakota Dailies call this a ““Number One Market.” 

Another fact that you should know about, is the amaz- 
ing interest rate these folks obtained on their veterans’ 
bonus bonds. South Dakotans obtained a 1.1399 per cent 
interest rate on this particular bond issue. . . a rate lower 


than any other state. 
Folks in South Dakota are 


they’re proud of their locally managed and edited news- 
the SOUTH DAKOTA DAILIES. South 

akotans have money to spend .. . they’re willing to 
spend it and they buy products and services recommended 
by their local buyers’ guide. . . 
Daily . . . the only media that reach 9 out of 10 South Da- 


apers ... 


kota families. 


South Dakota Dailies Are Composed 
Of The Newspapers That Cover The 


Primary Markets 


out-of-state metropolitan 


responsive market ...a 


proud of their state and 


their local South Dakota 


A Future for You! 


South Dakota is a number one loca- 


tion for alert manufacturers, dis- 


Write any of the 
South Dakota Dailies 
for Complete Information 


tributors and new businesses 
searching for sites that will aid 
their growth. South Dakota not 
only offers abundant resources, but 
friendly American labor . . 
highway.system that is constantly 
being improved by the State High- 
way Commission . . 
reation facilities supervised by the 
Department of Game, Fish and 
Parks. 


. a fine 


. planned rec- 


Investigate the fine loca- 


tions and extra advantages of the 


of South Dakota 


“Land of Opportunity.” 
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Markup Versus Turnover 


We were very much interested to note that the National Associa- 
tion of Retail Druggists is planning a cost study in drug stores for 
the purpose of determining the actual net profit which the retailer 
makes on all types of products and departments in his store. The 
reason for such a study, which could be made to advantage in most 
other retail fields, is to clarify thinking on the importance of rapid 
turnover to the net profit picture of any retail store operation. 

Magazine publishers are interested in having their products studied 
in this way, because while the markup of magazines is lower than 
that of many other types of goods sold by druggists, the fact that a 
magazine stock (in which the druggist has no capital investment, 
since magazines are handled on a consignment basis) turns 17 times 
a year results in a handsome net to the store. This is a fact which ap- 
parently many druggists are not fully aware of, as some of them 
regard their magazine racks with less than enthusiasm. 

The popular magazines sold by druggists are in much the same 
category as nationally advertised merchandise. In many cases these 
too carry less liberal markups than other goods, but the latter fre- 
quently have such a slow turnover that they represent a liability 
from the standpoint of net. The cost study which the NARD is mak- 
ing should show just what the fast selling items contribute to the 
store’s profit picture, and how the slow sellers, which from the 
standpoint of markup appear to offer opportunity for substantial 
profits, may actually be a drag on the over-all operation. 

We believe, as suggested above, that many retail fields which 
distribute both advertised and unadvertised brands would find a cost 
analysis of this kind very enlightening, although the results might 
call for an entirely new approach to merchandising on the part of 
retailers. They might also force the retailer to examine the claims 
of so-called nationally advertised products, to make sure that the 
presumed acceptance which they have among consumers is a reality. 

Fast turnover is vital to retail prosperity, but it must be assured 
by the kind of advertising which moves the goods into consumption 
rapidly and with least expenditure of effort on the part of the retailer. 


U. S. Endorses Advertising 


The announcement of the Department of Commerce that it is 
setting up a division to be devoted to advertising should be welcomed 
by business and advertising interests, if only because it underscores 
the importance of advertising in the economy, and assures a “friend 
at court” for advertising when it is under attack directly or indirectly 
in Washington, as frequently happens. 

Secretary Charles Sawyer pointed out in announcing the new di- 
vision that good salesmanship “can be the key to our future in busi- 
ness and in our international relations.” Salesmanship is what keeps 
the wheels of industry turning, the Secretary pointed out, “and ad- 
vertising is salesmanship of a very high order.” 

Those are sound truths which justify official aid and cooperation 
by the Department of Commerce in making advertising work suc- 
cessfully in the maintenance of high level production, employment 
and distribution, and its efforts will be fully justified by the im- 
portance of this type of activity in enabling the country to hold the 
level of prosperity which it has already attained. 

Even more important, the new policy of the Commerce Department 
may help to convince other government departments, bureaus and 
agencies of the vital role of advertising when they are considering 
punitive measures such as prohibitive postal rates, restrictive tax 
policies and similar brakes on the use of advertising in our dynamic 
economic structure. 


—Lichty, Chicago Sun-Times 


“l say the Senator is unqualified to be chairman of this investigating committee .. . 
he’s utterly lacking in showmanship. . .’’ 


What They're Saying 


On Excising Excises 

I might classify the group 
[Theater Owners of America] as 
the agents of the American people 
in contracting for entertainment. 
As such agents, it is your responsi- 
bility to get the best which can be 
offered and to get it as cheaply as 
possible. When we talk about the 
cost of movie entertainment, we 
are confronted by a question which 
has repeatedly been put to me on 
my tours throughout the country— 
What about war-time excise taxes, 
including the 20% tax upon ad- 
missions for entertainment? 

I am greatly impressed by the 
argument that taxes which were 
imposed originally to prevent peo- 
ple from spending their money for 
so-called luxuries should no longer 
be effective when the object is 
now to encourage people to spend 
their money for whatever they 
need or want. I am also impressed 
with the argument against a tax 
based upon admissions regardless 
of profit. The income tax is justi- 
fiable on the theory that you don’t 
pay the tax unless you have the 
income. The tax on admissions is 
payable whether you make any 
money or not. 

There is general agreement that 
wartime excise taxes should be 
repealed as soon as possible. Here, 
as elsewhere, the problem for the 
government is to replace or lose 
the revenue which comes from this 
source. At a time when we are 
undertaking to stimulate consumer 
expenditures, we should survey 
carefully the possibilities of re- 
ducing taxes which discourage 
such expenditures. 


—Secretary of Commerce Charles 
Sawyer before the Theater Owners of 
America in Los Angeles. 


Advice for Europeans 

Strolling through the shopping 
centers of American cities, one 
may well ask: If it is important as 
all that to Europeans to sell more 
goods to Americans, why on earth 
don’t they come over and sell 
them? There never was such a 
market waiting to be captured 
since the Orient lost its riches. 


In the last 10 years more than 
50,000,000 Americans have changed 
their domicile. They have moved 
from South to North, from East to 
West, from country to town. In 
their new surroundings they have 
not yet formed buying loyalties. 
Aggregate buying power has enor- 
mously increased and is much 
more widely spread than it was.... 

European goods will not break 
into the American mass market 
without a new conception of sales- 
manship. No progress will be made 
until imported goods are sold by 
the same methods that are used 
to sell American goods—first, in- 
tensive market research; next, or- 
ganization of distributing channels 
in promising areas; then an in- 
tensive publicity drive; and final- 
ly a keen effort to give the custom- 
er the design, weight, quality, 
makeup and quantity which he, 
in his sovereign fancy, may de- 
sire. 

That is the message given al- 
most tearfully by every single 
British official and agent in the 
United States. And the few ex- 
periments that have been made 
with this method have brought in 
rich rewards.... 


—Richard Fry, financial editor, in the 
Aug. 18 issue of Manchester Guardian 
Weekly, Manchester, England. 7 


Locate the Market 

If we take the trouble to find 
out—and every store can—who we 
are really catering to in our adver- 
tising, and where our market real- 
ly is, and keep our pitch as close 
to that channel as good and prac- 
tical pitching permits, then and 
only then will we be putting our 
advertising dollars and_ efforts 
where they will count most. 


—From an editorial by D. Allyn Gar- 
ber, editor, Department Store Econo- 
mist. 


Old Saw, New Sayer 

You might say the operation 
was a success—but the doctor 
died. 


—Walter Weir, explaining in a pres- 
entation how his agency lost. the 
Arnold bread account although it had 
stimulated sales sharply. 


Advertising Age, September 26, 1949 


Rough Proofs 


The Finnish ambassador is help- 
ing in the distribution of a success- 
ful novel by a Finnish author, “The 
Egyptian.” It proves that Finns 
and Americans are interested in 
the same things the ancient Egyp- 
tians were. 

» 

An interesting study in the 
realm of higher mathematics would 
be determining how long the Chi- 
cago typos who have been on 
strike since 1947 will have to re- 
ceive wages at the new scale to 
earn the $13,000,000 in strike bene- 
fits paid out by the union in the 
past two years. 

~ 

Now that Kaiser-Frazer has de- 
cided to part company with Wal- 
ter Winchell Dec. 31, he is look- 
ing once more in the direction of 
Andrew Jergens with lotions of 
love. 


The National Coffee Association 
says one reason its favorite bev- 
erage isn’t more popular is that 
housewives don’t know what to 
do with the grounds. The young 
bride solves the problem by simply 
delivering them in her husband’s 
cup. 

. 

It requires only 14 seconds to 
consummate a magazine sale in a 
drug store, circulation experts re- 
port. That’s about the time it takes 
a small boy to order, receive and 
consume an ice cream cone. 

* 

Since “ah-wah” is the trade- 
mark of Amos ’n’ Andy, Mahwah, 
N. J., decided to run an ad in the 
New York Times to let people 
know that it exists somewhere else 
than in a radio comedy. 

* 

“A man’s thoughts—for women 
only,” is the intriguing title of a 
new Canadian advertising column. 
The ladies might be disappointed 
if they knew what men’s thoughts 
about women really are. 

e 

Two farm papers announced 
centennial celebrations in a recen! 
issue of the world’s greatest ad 
vertising journal. Evidently there 
were farm publications before 
tractors, incubators and even Sears, 
Roebuck catalogs. 


Sunset Appliance Stores, New 
York, have been giving theat-r 
tickets to appliance purchasers, tt 
thus far they haven’t included se. ts 
for “South Pacific” in the ¢ s- 
tribution. 

© 

The Seattle Gas Co. appare: ly 
doesn’t believe that behind ev ry 
woman’s purchase stands the sl. d- 
ow of a man, because women \ 20° 
buy a new gas range will be gi © 
with $20 hats (millinery to yo 

6 

A generous advertiser is tr. ! 
to find a new job for his succ ~- 
ful ad manager, who is losing 
place on the payroll becaus 4 
stockholder wanted it. The sto ~- 
holder may be less interestec " 
dividends than a social secu: } 
number. 

. 

Sports enthusiasts, with the h 
tic pennant races nearing the f 
ish line, are showing even m‘ © 
interest in Joe DiMaggio’s h © 
than President Truman’s. 

Copy C5. 
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; CUSTOMERS IN CARLOAD LOTS 
: POUR INTO AMERICA’S 3rd MARKET! | 


MORE THAN HALF THE PHILADELPHIA MARKET 
LIVES OUTSIDE THE CITY LIMITS! 


oe Customers and commuters, miles from Phila- 

ad- delphia’s business center, reach the big stores and GET MORE THAN THE 

_ office buildings as fast as some residents of the HUB...GET THE WHOLE 

ears, city-zone itself! RICH MARKET! e 
Because Philadelphia has the finest suburban train Daily Seater 


INQUIRER INQUIRER 
%Jo of Family Coverage 


New and bus service in the nation... bringing millions 
but of people to buy and work every day! 


eae ; 71.5 86.9 
dis- You can’t reach this total market of over 4,000,000 
persons unless you advertise in the newspaper that 69.2 88.2 
- reaches them in city-zone, suburbs, surrounding 63.8 84.8 
v ry towns and Cities. WITHIN 
had- 40 MILES 60.4 82.5 
ho That newspaper is THE INQUIRER! 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Anguirer 


; Exclusive Advertising Representatives: 


> 


‘ TED W. LORD, Empire State Bidg., N. Y. C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bldg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 448 S. Hill St., Los Angeles, Michigan 0578 
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We can remember when people said curiosity was the reason Seventeen’s first issue was a news- 
stand sellout... war-padded pocketbooks were the reason Seventeen sold a million copies and 
1260 advertisers by the time it was thirty issues old. We can remember when people were convinced 


industry would never take Teena seriously... were sure the magazine edited for the nation’s teen- 


age girls would wind up selling the college girl, the young married. It’s easy to look back when... 


SIXTY ISSUES LATER... 


¢ Fashion manufacturers are creating clothes styled and patterned exclusively for 


the teen-age girl 


® Retailers are expanding teen shops, hiring advisors, organizing high school boards, 
planning ads, windows and department displays to attract Teena and her friends : 


to every department in a store | 


e Cosmetic and toiletries companies are packaging special products for the teen 
consumer...are selling their sales staff on the importance of catering to the adolescent 


¢ Food and home product advertisers are preparing booklets,.movies, educational 
: kits...are distributing product samples... are sending out field demonstraters for 


the express purpose of reaching Teena in the classroom 


¢ Food chains like the A&P and Grand Union stores are running full-page ads in 
hundreds of newspapers urging teens to market in their stores...are telling store 
managers to be sure they ring up their share of the $30,000,000 teen shoppers 


spend for family groceries each week 
¢ Newspapers throughout the country are devoting special columns to teen problems 


e Radio and television networks are giving teens the opportunity and time to voice 


their opinions ...to exhibit their talent 


e Research organizations are expanding their surveys to include the teen-age group 
...are advising their clients to investigate the market possibilities of the 13 to 


18 year old 


e Advertising agencies representing food... fashion...cosmetic...drug and home 
product manufacturers are preparing special copy and special art to bring their 
clients’ brands to the attention of the teen consumer 


SIXTY ISSUES LATER... 


Seventeen, the magazine that first fell in love with Teena, knows she has captivated industry 


as well...is proud to have been chosen by industry to sell the nation’s 8,000,000 teen-age girls 
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We can remember when people said curiosity was the reason Seventeen’s first issue was a news- 
stand sellout... war-padded pocketbooks were the reason Seventeen sold a million copies and 
1260 advertisers by the time it was thirty issues old. We can remember when people were convinced 
industry would never take Teena seriously... were sure the magazine edited for the nation’s teen- 


age girls would wind up selling the college girl, the young married. It’s easy to look back when... 


SIXTY ISSUES LATER... 


¢ Fashion manufacturers are creating clothes styled and patterned exclusively for 


the teen-age girl 


© Retailers are expanding teen shops, hiring advisors, organizing high school boards, 
planning ads, windows and department displays to attract Teena and her friends 


to every department in a store 


e Cosmetic and toiletries companies are packaging special products for the teen 
consumer...are selling their sales staff on the importance of catering to the adolescent 


¢ Food and home product advertisers are preparing booklets,.movies, educational 
kits...are distributing product samples... are sending out field demonstraters for 


the express purpose of reaching Teena in the classroom 


¢ Food chains like the A&P and Grand Union stores are running full-page ads in 
hundreds of newspapers urging teens to market in their stores...are telling store 
managers to be sure they ring up their share of the $30,000,000 teen shoppers 


spend for family groceries each week 
e Newspapers throughout the country are devoting special columns to teen problems 


¢ Radio and television networks are giving teens the opportunity and time to voice 


their opinions ...to exhibit their talent 


e Research organizations are expanding their surveys to include the teen-age group 
...are advising their clients to investigate the market possibilities of the 13 to 


18 year old 


e Advertising agencies representing food ...fashion...cosmetic...drug and home 
product manufacturers are preparing special copy and special art to bring their 
clients’ brands to the attention of the teen consumer 


SIXTY ISSUES LATER... 


Seventeen, the magazine that first fell in love with Teena, knows she has captivated industry 


as well...is proud to have been chosen by industry to sell the nation’s 8,000,000 teen-age girls 
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Department Store 


Budgets Analyzed 


New YorK—With lower prices, 
lower profits and increasing buyer 
resistance, department stores have 
stepped up their advertising bud- 
gets to maintain sales volume, ac- 
cording to a study of operations for 
the first half of 1948, released by 
the National Retail Dry Goods As- 
sociation. 

Department store profits during 
the six months between Feb. 1 
and July 31, 1948, fell 58% below 
the corresponding period last year, 
the study shows. To offset sales 
losses, advertising budgets were 
increased approximately 10% over 
1947. 

The report shows that the great- 
est increase in any one expense 
was in newspaper space, which 
showed an increase of 2¢ of the 
1948 publicity expense dollar over 
Now you can have your choice from 100 the previous year. Payroll ex- 
ed photos every month for only $7.50! || nenses in retail advertising depart- 
And— ments of all volume groups shaqwed 


EVERY PHOTO IS DESIGNED |/* S'ht increase. 
TO CATCH THE EYE! 


It's amazing how much money you can 
save in buying top-notch photographs when 
you use the Eye*Catcher pian. Over 10,000 
stoppers to choose from, each new, differ- 
ent, original. Posed to fit any situation, 
dramatize every advertising and sales pro- 
motion job. 


PAY LESS 
FORPHOTOS 


> 


wim EYE*CATCHERS 


ws In preparing and interpreting 
the report, Walter T. Ettlinger and 
Leon J. Rosenberg, of the Con- 
trollers’ Congress staff, said that 
the increase in newspaper space 
cost is highly significant, as all 
sales volume groups, both in de- 
partment and_ specialty _ stores, 
shared this experience. 


Write on your letterhead for sample 
FREE proofs No. 108 and full details. 
EVE*CATCHERS, Inc. AF ven iS Ny. 


In breaking down the data sub- 
mitted by more than 200 contribut- 


ing stores for the various classifi- 
cations of publicity expenses, dis- 
play costs showed only a minor 
increase for most stores with $2,- 
000,000 and more, while stores 
with annual sales of less than $2,- 
000,000 had lower costs in this ad- 
vertising medium through a de- 
crease in supply expenditures. 
While radio broadcasting and 
other advertising media in all sales 
categories remained generally con- 
stant, direct mail costs increased. 
Howard P. Abrahams, mana- 
ger, sales promotion division of 
the association, pointed out that 
the rise in promotion costs in the 
present period merely approached 
the percentages which retailers al- 
ways spent in a buyers’ market. 


Ball Stores Takes Prize 
for Baby Week Promotion 


Ball Stores, Muncie, Ind., de- 
partment store, won first prize in 
a nationwide contest sponsored 
jointly by Your New Baby and 
Brand Names Foundation for the 
best newspaper ad featuring brand 
names advertised in the publica- 
tion. The contest was held in con- 
nection with National Baby Week, 
and the winning full-page ad ap- 
peared in the Muncie Evening 
Press, April 29, 1949. 

According to terms of the con- 
test, eligible ads had to feature 
prominent brand names adver- 
tised in Your New Baby, a re- 
production of the cover of the 
magazine, and had to be built 
around the National Baby Week 
theme. 


The Miami Herald’s Clipper Edition is delivered daily, on 
date of publication, to thousands of regular readers in more 
than a dozen Caribbean countries. Today, less than four years 
after its inception, the Clipper Edition is recognized as one 
of the most important single factors responsible for the close 
cultural, social, and economic ties that exist between 


Miami and Latin-America. 


A bonus to Miami Herald advertisers, the Clipper Edition is 
added evidence that you can be doubly sure -- of market and 


medium -- when you schedule The 
Miami Herald, the dominant voice in 
Florida’s $600,000,000 Gold Coast, 
a proven influence in one of the 
world’s great international markets. 


JOHN S. KNIGHT, Publisher 

STORY, BROOKS & FINLEY, Notional Reps. 
A. S. GRANT, Atlanta 

Affiliated Stations -- WQAM, WQAM-FM 


MIAMI--An International Market 


Barclay Acheson, director of Reader’s Digest International Editions, 
and Dennis McEvoy, managing director of the Japanese edition, left for 
Tokyo Sept. 6 to make plans for a new office building there. They expect 
to stop at Honolulu and will return to this country Oct. 1... 

Phil Bottfeld, Benton & Bowles, New York, has taken over the job 
of chairman of the Employment Guidance Committee of the Publicity 
Club of New York for the coming year. . . Steve Siddle in media depart- 
ment of Doherty, Clifford & Shenfield, New York, has just returned from 
what he describes as a “traveling” vacation. He covered between 3,000 and 
4,000 miles from New York to Wisconsin, to Canada, and back to his 
home in North Carolina. . . Ester Ojala, assistant time buyer of the 
same agency, has left on a vacation she claimed would take her 
8,000 miles away, but wouldn’t say where. . . 

Frank Stapleton, Bob McCall and Joe Timlin, of the Branham Co., 
New York, vacationed during August at Big Moose Lake in the 
Adirondacks. They describe the spot as the “end of the line” before 
entering Canada. . . David Gillespie, space buyer at Kenyon & Eck- 
hardt, New York, and Jane Reynolds, assistant personnel manager of 
the same agency, are honeymooning at Sea Island, Ga... 

Hal Davis, public relations director of Kenyon & Eckhardt, New York, 
will soon end an extended period of cooking for himself in bachelor 
fashion. Mrs. Davis and their two children are expected back from a 
Florida vacation shortly. . . 


WINS AMR TROPHY—A! Koehler (left), account executive of KSTP, is congratulated 

by Harlan Johnson, president of the Minneapolis Association of Manufacturers 

Representatives, for finishing with low net (a 72) in AMR’s 14th annual field day at 
the Minneapolis Golf Club. 


H. H. Kynett, president of Aitkin-Kynett Co., Philadelphia, is com- 
pleting the manuscript of his latest opus, “Philadelphia Then and Now,” 
which will be ready for Christmas mailing to his friends and associates. . . 

The engagement of Michael J. Frey, general manager of the Portland 
Oregonian, to Rosemary Dwyer, secretary-treasurer of Dwyer Lumber 
Co., Portland, Ore., has been announced. No date for the wedding has 
been set. . . Milton Dubins, art director at Deane, Klein & Davidson, 
Philadelphia, and Elyse Marshall are honeymooning. . . 

J. Richard Brown, publisher of Southwestern Purchaser and South- 
western Advertising & Marketing, Dallas, had seven stitches taken in his 
scalp following a freak accident. He was looking out of his office window 
at an ambulance and police cars in the street when a sign fell from the 
top of the building and struck his head. Turned out that an office girl 
on the same floor had been fatally shot by a spurned suitor. . . 

Boston’s newest publication is a bulletin published by the Radio 
Executives Club, edited by Marie Houlahan, publicity director of 
Station WEEI. . . lL. E. Showerman, NBC vice-president in charge of 
the central division, had a short holiday in Kentucky and Ohio on the 
way back to Chicago from the NBC station meeting at White Sulphur 
Springs. . . 

Hal Tate, head of Hal Tate Radio Productions, Chicago, is the father 
of a 5 lb., 14 oz. baby girl, born Sept. 9 at Henrotin Hospital, where his 
wife, Lucille, was formerly a nurse. . . Frank Gannett, head of Gannett 
Newspapers, has a new grandson, born in Greenwich, Conn., to Mr. 
Gannett’s daughter, Mrs. Charles V. McAdam Jr. . . John McDermott, 
promotion director of KMBC-KRFM, and his wife, Betty, became the 
parents of a boy, born Sept. 7 at St. Joseph’s Hospital, Kansas City, Mo. . . 

Don Beaumont, Bob Heller and Lou Sperling rounded out 20 years 
of advertising experience together as principals of Beaumont, Heller & 
Sperling, Reading, Pa. by throwing a clambake for 82 publication 
representatives at the Bowers Country Club near Reading. . . Monty 
Huntington, art director of Moser & Cotins, Utica, N. Y., and winne! 
of an award in this year’s art directors exhibit, recently returned with 
a healthy vacation look after spending a busman’s holiday in Massa- 
chusetts working five hours a day to produce 16 water color sketche: 
of lobster boats and fishing docks. . . 

Edward J. Sullivan was honored by 30 members of the New York 
office of Oxford Paper Co. with a party at the Yale Club. He is leaving 
the company to become eastern sales manager of Gould Paper Co. . 
Robert Johnston, publisher of American Exporter, has left to check 
up on current business activities in Brazil, Bolivia, Peru-and Panama. . 

Viola Asselin, export-import manager, Brown & Bigelow, New York, 
is in the Philippines. . . Robinson Murray of Irwin Vladimir & Co., New 
York, is on an extended trip to France, India, Iraq, Egypt, Israel, Italy, 
Spain and Portugal. . . 

Bob Chew, who is on the staff of O. A. Feldon & Associates, Chicago 
publishers’ representative, won the club championship at Sunset Ridge, 
and followed up by entering the Western amateur at St. Louis. . . 

Henry Hohman, president of Beaumont & Hohman, the agency for 
Greyhound Bus, scored a hole in one at the vendors’ tournament held 
during the bus operators’ convention in Chicago. His ace was on the 
135-yard seventh hole at Evanston Country Club. . . 


Os. alll tet el i Ne a ee {sae 
a a a eee Ces eh ae rg Ne Sal et Se ee a sae aa eee ee a ee ae +: era 5g gee a Se eae ica ee * Be ae ee ce ee ee ee sei a ee a sal : Pe) Ks i =~ eee cic ee ae il 
ce Nici: . : : , 
ete —_ : — — ' . , 
; 16 Advertising Age, September 26, 1949 
| | ssi tk; | FCUUUNG FE EW ISCILL | 
. | 
ae 
159 
+e 
Sy 
oi : <~** _ é 
j <6 gl ' ——— . * peek 
| | > | 
| Ae. i > a v4 \ ee ke . Oe a 
| | # ™ pee 4 yn id ‘f if A, : * 
— | ag ey i 
, 2 ae << Y ‘ 
— - = ore ee a oe . , 5 ; ai 
eee —S—— SS De at eee: ae ty % j 
tal _—— \d a we fea mt 2 ae Se: ais ae — = 
a Se = a ies P ee a ie ket Panes — oi. ai , 
8 1 Ve g . p eae ee Bg oe : ta 5 ds “a . “7 
7 Bbhe . g EDIT be 
: cripPe xy ——_ Tae 
E se oe 
a == 
— — 
gene = = 
; SSS} a 
™ SS . \ ee : an <a = 
a! yre e ef - _ Wee an , 
| tn ae | tll 
Oe ene ee eee 
: : L\\ Dov" 3 re aS ug ——— he 
- ; ee ee 
, ays At) Le | —_— — 
, ee —— 
: ee 
| : | 
The Miami Herald 
Ai Newspaper \. 
Hae A , La x 
— —lC EY 
igh * Winats gor = ‘ ‘ 
ee 


itions, 
ft for 
‘xpect 


ie job 
vlicity 
»part- 
| from 
0 and 
to his 
of the 
e her 


n Co., 
n the 
oefore 
Eck- 
ger of 


York, 
chelor 


"om a 


tulated 
icturers 
day at 


com- 
Now,” 
ites... 
rtland 
amber 
ig has 
idson, 


outh- 
in his 
indow 
im the 
ce girl 


Radio 
tor of 
rge of 
on the 
ilphur 


father 
re his 
annett 
o Mr. 
rmott, 
1e the 
Mo... 
years 
ler & 
cation 
Monty 
vinne! 
1 with 


Packard knows that there are no friends like old 
friends. They wisely resolved that the very first to see and 
learn all about the thrilling New Golden Jubilee Models 
would be the thousands of Packard owners. Obviously 
this demanded more than personal demonstration. It 
called for something far out of the ordinary-in an 
interest-compelling presentation. It required a medium 
that could capture and rekindle the pride of owner- 
ship; convey the feeling of luxurious comfort; build 


Seme-Comrertwens croree 


onIetim Teemsennon 


RY ye ree 


SO THE MAN WHO OWNS ONE 


...and the family who wants one might see 


all that is latest in the one that’s greatest! 


prestige and still tell a ‘‘reason-why"’ story of Mechan- 
ical Pioneering. 

As specialists in presentations aimed for prestige and 
geared for sales, we were asked to design and produce 
a visual that would superlatively portray the Golden 
value of Motordom. This book cannot be described _ it 
must be seen to be appreciated—or better yet, actually 
used as it is being employed by Packard retail salesmen 
throughout the country. 
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When You’re Hiring a Top-Flight 


el 


Be Sure to Look at His Record 


D 


A MAGAZINE IS ONE OF YOUR SALESMEN IN PRINT. 
AND HERE IS NEWSWEEK’S 1112-YEAR RECORD 
IN THE HEATING AND AIR-CONDITIONING FIELD 
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Rank Among ALL Magazines by Pages of Heating and Air-Cofiditioning Advertising 


—> 1949 


1938 


(First Six 
Months) 


- = 
3 8. 


*"“Newsweek’s Acceptance Time 2 
Sat. Eve. Post 3 
Has Grown 
Fortune 4 
Nat. Business 5 
NEWSWEEK 


pe 


Newsweek is a double-edged tool. It sells to both 
[ businessman and home owner. 


79% of Newsweek's readers are concentrated 
in business and industry. 


43% are major executives—men with a direct 
voice in company purchases. And thousands more 
influence the direction of these purchases. 


Actually, Newsweek delivers more leaders in 
business, industry, and government PER ADVER- 
TISING DOLLAR—AT THE LOWEST RATE 
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WAYNESBORO, PENNA 
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PHILCO 


2 
AMERICAN blower 


Westinghouse 


ca NIAGARA 
A INDUSTRIAL CORPORATION 


PE are wR 


Business Week 
NEWSWEEK 


3 Time 

4 Sat. Eve. Post 

5 Better Homes 
& Gardens 

6 Fortune 


Source: PIB 


~ The Heating and Air-Conditioning Field Ranks Newsweek Second Among All Magazines 


PER THOUSAND-—than any other weekly or 
general monthly magazine. 


Moreover, 85.5% of Newsweek's more than 
800,000 families have incomes that put them in 
the top 2/5 of all U. S. families. 


7 out of every 10 families who regularly read 
Newsweek own their own homes. 


Again, per advertising dollar, Newsweek deliv- 
ers more of these high-income families than any 
other weekly or general monthly magazine. 


Heating and Air-Conditioning Companies Advertise i in Newsweek 
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TV Draws Much 
Attention from 
Theater Owners 


Los ANGELES—The Theater 
' Owners of America, at their an- 
nual convention here, demon- 
strated that they as much as any- 
one realize the importance of tele- 
vision. 

So important has the medium 
become in the past year, in fact, 
that numerous speakers urged the 
theaters to move into the video 
picture immediately. 

Although this would mean thea- 
ters would need to depend on net- 
works and stations for programs, 
the ultimate objective held out was 
special programming by theaters 
for theaters, on a network basis. 
One group, the Fox West Coast 
Theaters chain, definitely will have 

such a circuit of 24 Southern Cali- 


ft ‘selecting 
the right 


explained and 
- illustrated 


complimentary copy 
_ of “MARKET. TESTistics” to 


Sawyer Ferguson Walker Company 
60 East 42nd Street, N.Y. 17 


ROANOKE 


TIMES AND WORLD NEWS 
ROANOKE ae VIRGINIA 


__ OO OU FE 
SAWYER + FERGUSON + WALKER CO. 
National Representatives 


fornia movie houses next year, it 
was pointed out. 
ws Nathan L. Halpern, television 


consultant, Fabian Theaters, 
Brooklyn, said theater television 
should be considered an additional 
or supplemental attraction to reg- 
ular movie offerings. 

Advantages of showing both 
regular films and video shows, he 
said, include maximum physical 
comfort, uninterrupted and un- 
disturbed viewing, enjoyment stim- 
ulated by the presence of others, 


and opportunity for people to get 
away from home. 

To prove that the opportunities 
are great, he pointed out that the 
Fabian Fox Theater in Brooklyn 
had 4,500 customers paying to see 
the Charles-Walcott telecast fight, 
with 3,000 more turned away and 
75% of the crowd lured by the TV 
show. The theater will show the 
World Series telecasts, too. 

Mr. Halpern admitted that TV 
commercials may scare some thea- 
ter owners, but experience has 


shown the public does not seem to 


mind watching commercials. Any- 
way, he said, this won’t be a fac- 
tor when the theaters do their 
own programming. 


@ Marcus Cohn, television. con- 
sultant for the association, recalled 
that last year there was substantial 
difficulty in trying to foresee the 
impact of TV. Today it is not so 
difficult to make predictions, he 
said, and for emphasis cited fig- 
ures to show that the TV industry 
in three years has invested nearly 
half as much in television as has 
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been invested in the motion picture ; orte 
industry. ear 
Mr. Cohn decried the fact that uce 
only three of 77 television stations aile 
operating are owned by organiza- uch 
tions affiliated with the movie bus- se 
iness, and of 311 applicants for TV < res: 
stations, only 16 are associated Th 
with the picture industry. the i 
Nevertheless, Mr. Cohn said he tain ‘ 
sees no cause for alarm, and all for tl 
media must face up to problems 
created by the impact of television. Two 
The Theater Owners of Amer- Th 
ica committee on television re- of Ss 
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of all newspapers in Canada 


233,448 «vie 


(Monday to Friday) 


La Presse is by far the leader in the French Market with 


LARGEST CIRCULATION 


BETTER DISTRIBUTION 
LOWEST MILLINE RATE 


266,994 


(Saturday with Rotogravure) 


Reaching : 


98% of the French families in Greater Montreal. 


ONE MILLION readers over 14 years of age. 


ONE out of EVERY TWO French families in the entire Province of Quebec 


LA PRESSE 


Toronto Office: S. L. Rees, Manager 


Head Office : 
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,orted that, as it recommended a 
ear ago, most if not all film pro- 
ucers are turning out special 
ailers to advertise movies on TV. 

Such trailers can make excellent 

use of television, the committee 

s ressed. 

The committee also reported that 
tue industry is now trying to ob- 
tain “free airwaves” or frequencies 
for the industry before the FCC. 


Two Adclubs Sponsor Drive 
The Advertising and Sales Club 
of San Diego and the San Diego 


Association of Advertising Agen- 
cies have launched a campaign in 
San Diego to “advertise advertis- 
ing,” using the theme “how ad- 
vertising makes jobs more secure.” 
A series of ten ads in newspapers, 
plus radio, outdoor posters, bus 
cards and direct mail, will be used 
through Nov. 21. All space, time 
and talent are being donated. 


Fair Trade Group to Meet 

The tenth annual meeting of the 
American Fair Trade Council will 
be held at the Waldorf-Astoria 
Hotel, New York, Nov. 16-17. 


Gardiner Appoints Chady 


Grover M. Chady, formerly mer- 
chandise manager and sales man- 
ager of the Marion shoe division 
of Daly Bros. Shoe Co., has been 
appointed sales manager of the 
Yorktown division of Gardiner 
Shoe Co., Gardiner, Me. 


Appoints Chester Wilkins 


Chester A. Wilkins, formerly na- 
tional convention manager of the 
New York Convention and Visitors 
Bureau, has been named executive 
director of the Chicago Conven- 
vention Bureau, effective Oct. 3. 


Two Name Tri-State Agency 
Tri-State Advertising Co., War- 
saw, Ind., has been named to di- 
rect the advertising of King Mfg. 
Corp., Chicago, manufacturer of 
material hoists for contractors and 
roofers, and Ellison Draft Gauge 
Co., Chicago, manufacturer of ma- 
nometers and draft gages. 


David Arndt Resigns 


David Arndt has resigned as sec- 
retary and treasurer of John Falk- 
ner Arndt & Co., Philadelphia, of 
which his brother, John F. Arndt, 
is president. 


to French Canada 


FOR THE FIRST SEVEN MONTHS OF THE YEAR THE 
TOTAL DISPLAY LINAGE of LA PRESSE 


WAS GREATER THAN ANY OF THE 
FOLLOWING NEWSPAPERS 


' \ontreal, 


Hartford Times (E) 

Toledo Blade (E) 

Philadelphia Inquirer (M) 
Chicago Daily News (E) 

Los Angeles Times (M) 
Syracuse Herald Journal (E) 
Minneapolis Star (E) 
Birmingham News (E) 
Atlanta Journal (E) 

Dallas News (M) 

Pittsburg Press (E) 

Memphis Commercial Appeal (M) 
Louisville Times (E) 
Washington Times-Herald (E) 
Baltimore News-Post (E) 

St. Louis Post-Dispatch (E) 
Gary Post-Tribune (E) 
Richmond News Leader (E) 
Indianapolis News (E) 

New Haven Register (E) 

New York Times (M) 
Washington Post (M) 
Indianapolis Star (M) 
Cincinnati Times-Star (E) 

Los Angeles Herald Express (E) 
Denver Post (E) 


—_—_eo 


Youngstown Vindicator-Telegram (E) 
Ft. Wayne News-Sentinel (E) 
Sacramento Bee (E) 

Boston Herald (M) 

Oakland Tribune (E) 

Seattle Times (E) 

Louisville Courier-Journal (M) 
Fort Worth Star-Telegram (E) 
Columbus Dispatch (E) 

St. Paul, Dispatch (E) 
Binghampton Press (E) 

South Bend Tribune (E) 

Boston Globe (E) 

Tulsa Tribune (E) 

Houston Post (M) 

Trenton Evening Times (E) 
Evansville Press (E) 

Rochester Democrat & Chronicle (M) 
San Diego Tribune-Sun (E) 
Rockford Register-Republic (E) 
Evansville Courier (M) 
Jacksonville Times-Union (M) 
Harrisburg Patriot (M) 
Nashville Tennessean (M) 
Johnstown Democrat (M) 
Detroit Free Press (M), etc., etc. 


Concentrate in La Presse and reap more sales from a 


ONE AND A HALF BILLION DOLLAR MARKET 


Canada 


AILY »» ROTOGRAVURE |, 


In U.S.A. : Shannon & Associates, Inc. 


Fade 


ave you ever noticed 
how often the product 
being advertised is greatly sub- 
dued by too much background or 
decorative scenery? The top illus- 
tration is a good example. Beauti- 


ful photograph ... but what is it 


selling? 


There’s little doubt when you 
glance at the second illustration. 
Here the subject in action is em- 
phasized by close cropping and a 
little outlining. It is the same 
photograph, but landscape 
‘*‘props”’ have been practically 
eliminated to bring out the spot- 
light feature. 


We are glad to make such a sug- 
gestion whenever the occasion 
arises. In fact, it is an important 
item in the complete G. R. Grubb 
& Co. service which, in addition 
to really fine engraving, includes 
all types of photography, retouch- 
ing, creative design and finished 
art. You, too, can benefit from 
such service. Just write or call... 


GRUBB & CO, 


ENGRAVERS ~ 
Artists - Photographers 


CHAMPAIGN, ILLINOIS 
PHONE 5209 
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NEW YORK MIRROR moves millions to world’s leading shopping-center Herald Square — 
delivers 44.4 to 247.1% more consumers than 6 out of 7 other New York newspapers! 


o, | a7 Frank A. Moore, General 


Sales Manager, Director, 


, Adam Hat Stores, Inc., is at work 
) early, leaves late—is one of the 
many New Yorkers who buy their 
copies of the New York MIRROR 
homeward bound at night! Fact is, 
“ more copies of the so-called ‘‘morn- 
ing’ MIRROR are sold at going-home time at 
night than the Sun or World-Telegram sell all day 
The Sun distributes 284,303 copies, the World- 
Telegram 365,940 copies in New York City and 
suburbs — whereas 412,128 copies of the New York 
MIRROR are distributed between 8 and midnight. 
The MIRROR’s A.M. and P.M. circulation totals 
1,020,879, or more than any large-sized newspaper 
in New York. Proof positive of the MIRROR’s 
home coverage is the fact that New York’s top- 
‘volume retailers advertise more in the MIRROR 
than in any large-sized newspaper in New York! 


Mother of 3, Lawyer, Doc- 
tor’s Wife—buys her daily copy 
of the MIRROR at the newsstand 
like 1,020,878 other people. For in 
New York no papers are delivered 
by newspaper-bearing boys on 

. bikes— none sold by premium- 
baited edidiietion hooks. Here all newspapers get 
uniform display on the newsstands. Y et more people 
buy the New York MIRROR than 3 other great 
New York newspapers combined! The Audit Bureau 
of Circulations tells what sells most at the newsstands 
—tells Macy's and Gimbel’s what newspapers will 
help them sell more over their own counters! As a 
result, these two great retailers buy more space in 
the Daily MIRROR than in 6 out of 7 other New 
York newspapers—and more color linage in the 
Sunday MIRROR MAGAZINE than in all New 
York Sunday magazine supplements combined! 


8 | Mrs. Evelyn Barkins, 


oe 


Richard A. Brennan 


Savings Bank, lives in one of Nev 
York’s upper-income districts- 
where Mr. Brennan and so man 
other better-off people buy th» 
MIRROR that it sells more copir 
than the New York Times! Bi ¢ 
the 95,000 families who live in New York City 5 
‘*A”’ districts make little more than a small-tow ' 
market for national advertisers. The gold vein is : 
the big city’s middle-income millions —where you fin 
most of the men and women (1,248,535 men an 
1,141,343 women daily; and 2,678,616 men an 
2,592,140 women Sundays, according to Danie 
Starch and Staff) who read the New York MIRROR 
You have to tell millions to sell millions—and th: 
MIRROR’s millions are many enough and moneye‘ 
enough to make your advertising pay off as }' 
should in America’s greatest market! 
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0 MAKE AMERICA’S GREAT 
CORPORATIONS GREAT! — 


ae ae ‘ a <3 


ee ©6The big profits are in the preferences of 


NG a Ma == 
$1655 Plymouths —$1956 Dodges —$2390 Chryslers—suit the people’s tastes and 
pocketbooks, make the Chrysler Corporation far greater than Delahaye, whose 
product only the few buy at $14,000 apiece. For greater numbers of purchasers 
mean greater profits! 
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Yankee Bean Soup at 15 cents a can, Chicken Noodle Soup at 19 cents, meet 
the people’s preferences and purchasing power, make the Heinz Corporation far 
more profitable than Suzy Boulanger, Inc., whose Bouillabaisse is fancied by the 
few at $3.15 a throw. 


Crystal-clear, colorful, concise, yet with the news from all three wire services, 
AP, UP, INS—with its own news coverage of the people of New York even more 
complete than the three news services’ coverage of the world, with top features 


1 like Drew Pearson, Walter Winchell, Dan Parker, Al Capp (Li’l Abner) —no 
wonder Daniel Starch and Staff finds the New York MIRROR gives advertisers 

a more readers per dollar than any other newspaper in New York studied by this 

“ leading research organization! 
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By STANLEY E. COHEN, Washington Editor 


the leadership fears it would lead 
to a destructive talk-fest if it 
reached the Senate floor during 
the remaining crowded weeks of 
this session. 
ee © e@ 

Anti-merger legislation, passed 
by the House, also will hold over to 
next year. A judiciary sub-com- 
mittee under Sen. Herbert O’Con- 


Advertising Age, September 26, 194¢ 


The 
CIO is demanding action this ses- 
sion. 


empting “small business.” 


« e e 
The $2,600,000,000 National Ser- 
vice Life Insurance dividend is 
not the end of the extra pocket 
money coming to the nation’s vet- 
erans during 1950. Almost for- 
gotten is the fact that the bu!k of 


already have been cashed. 
ee @ @ 

During the debate on John Car. 
son, Sen. Warren Magnuson (D. 
Wash.), repeatedly denied that Mr 
Carson was a Democrat. As proof 
he testified that Mr. Carson hac 
campaigned for Republicans ir 
Michigan senatorial elections. 

“It is not unusual for Republi- 


John Carson May Be a Pike 
Among Federal Trade Carp 

WasHINGToN—For better or for 
worse, John Carson, late of the 
Cooperative League of the U.S. A., 
is confirmed as a federal trade 
commissioner. He may or may not 
be fuzzy-minded about the free 
enterprise system, as his foes 
claim, but it is apparent that Mr. 
Carson’s arrival will make FTC 
a more exciting place. 

Authority for this is Oswald 
Schuette, senior past president of 
the National Press Club, who has 
known John Carson 20 years. Mr. 
Schuette, a veteran of 45 years on 
the Washington scene, believes that 
FTC suffers from too many law- 
yers. He advised the Senate inter- 
state commerce committee that 
Mr. Carson “is impatient enough 
to put some energy into the situa- 
tion.” 

Mr. Schuette recalls that the late 
Sen. George Norris (D., Neb.) once 
observed that his chief job down 
here was “to be a pike in a carp 
pond.” The pike, Mr. Schuette ex- 
plained, chase the carp, and keep 
them from becoming fat and 
flabby. “I think Mr. Carson would 
make a good pike in this com- 
mission,” he told the senators. 

e 2e @ 

Congressmen trickling unwill- 
ingly back from their three-week 
vacation found their desks piled 
high with optimistic predictions 
from the downtown agencies. The 
over-all stability of the economy 
was maintained in August, ac- 
cording to the Office of Business 
Economics. 

The employment picture showed 
a “marked improvement between 
July and August,” Commerce Sec- 
retary Charles Sawyer added. In 
fact, the recession is over, said 
the White House economists, un- 
less of course there are strikes. 

* * ” 

The delivered pricing bill (bas- 
ing point bill) passed by both 
houses, may remain locked in con- 
ference until next year. Several 
congressmen and senators who 
must try to straighten out the 
touchy differences in House and 
Senate versions are on extended 
overseas tours. 

. e e 

Margarine tax repeal will be at 

or near the top of the Senate 
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You DON’T Need Charity 
poym swe 


CCERVONE CAN Pee 
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POLIO PROTECTION —‘‘Family 
polio protection was advertised only 
once—in a full page ad in the Chicago 
Tribune, Sunday, July 17,” reported 
Robert S. Walstrom, adv. mgr., Con- 
tinental Casualty Company. “Since 
that single insertion, neither our local 
agents and brokers, our home or branch 
offices, have been able to keep up with 
incoming applications. With applica- 
tions still pouring in, the total received 
numbers more than 350,000." Shown 
above is the ad. George S. Hartman Co. 
is the agency. (Adv.) 


schedule when the “second ses- 
sion” begins in January, the Senate 
Democratic leaders say. The re- 
pealer is through the House, but 


may 


nor (D., Md.), which opened hear- 
ings on the bill Monday, eventu- 
ally will give it a green light, but 
insist on amendments ex- 


months from now. Of 
substantial number of t 


the $2 billion of terminal leave 
bonds also expire just about 12 


cans to take an active part ir 
Democratic campaigns and vice- 
versa,” protested Sen. James Ken 
(R., Mo.). He promised to give 


course, a 
hese bonds 


Today 72¢ Out of Every | 


Manufacturing Dollar 
Eventually Goes to Wage 
Earner Families; World’s 
Largest, Most ‘‘ Advertising 
Susceptible’? Market 


War and post-war economic condi- 
tions have brought about a gigantic 
shift in national income distribution. 
The wage earner market, long over- 
looked by many advertisers, is now 
disclosed as the largest and richest 
market in America—with more ability 
to respond to advertising than any 
other market in the world. 

More than half of the total non-farm 
market of the nation is made up of wage 
earners and their families. These wage 
earner families are not only 58% of non- 
agricultural families, but approximately 
half of all the more than 40 million fami- 
lies living in the United States. 

More important, however, to the man- 
ufacturers and sellers of advertised 
merchandise is the fact that today 72¢ 
out of every manufacturing dollar goes 
to these families and gives them an 
annual paycheck of over $76 billion— 
56% of all the nation’s payroll ! 


Wage Earner Families 
Have More Loose Money 


In wage earner families “everybody 
helps out.”” More than one bread-winner 
swells the family income. Little money 
goes for symphonies, country clubs and 
cultural pursuits. Hence, these families 
have far more “loose money”—funds 
available for spending beyond sheer nec- 
essities—than white collar families. And 
labor’s many wage boosts have aug- 
mented it even more. 


Workers Better Off Than Ever 


cverett R. Smith, Macfadden Research 
Director, in the Wage Earner Forum, 
recently disclosed that 8 out of 10 wage 
earners reported themselves better off, 
or at least as well off, as they were five 
years ago when prices were still con- 
trolled and before ‘inflation.’ Although 
the comparison was made against the 
peak of the wartime labor boom, only 
one man in five felt himself to be not 
as well off today. 
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CIRCULATION GUARANTEE 


Trve Slory Women + (cup Illi 


Source: Stenderd Rote & Dote, June 1949. 
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LATEST AUDIENCE 
BiG RICH MARKE 
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Simple as A-B-C to get 


MORE for LESS 


B&W PAGE COST PER THOUSAND 
BASED ON GUARANTEE 


Trve Story Women's es 


life SRNR MN mene 
lodies’ Home Jovrrol «mms Woman s Home (ompenicn Ss 
Scturdoy Evening Post [mmm Good Housekeeping | OA NR CAAA AT 
MColl’s TCT lite FILA EE EES 
Womons Home (omponon Ire: Collier's AT RARER RE RET 
Better Homes & Gordens mma es 
look ee Ladies’ Home Journal ANE TIRION e 
Collier's atone satae Look a NR — inc 


Source Stenderd Rete & Dots, June, 194% 
Weeklies 26 1 Lect 13 T. Menthiies 12 | 


T.S. W.G. gives you More Coverage at Less Cost! 
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New Medium Dominates 
Great New Market 


Reaches 7,800,000 Families with Largest Circulation 
Guarantee in General Magazine Publishing Busines 


True Story Women’s Group, recently 
formed with the idea of giving ad- 
vertisers “more coverage at less cost,” 
is now the nation’s biggest-circulation 
magazine package at the lowest page 
rate per thousand in the general mag- 
azine publishing business. 

In urban communities alone—accord- 
ing to recent analysis by the publisher 
of surveys validated by the Magazine 
Audience Group—T.S.W.G. has a larger 
women’s audience (15 and over) than 
five of the eight women’s service and 
weekly magazines have in the whole of 
the United States, both urban and rural. 

Eight-and-a-half million readers 
(better than 1 out of every 5 urban 
U. S. women over 15) read T.S.W.G. 
magazines in 7,800,000 homes—a fourth 


of all urban homes in the U. S. 

The True Story Women’s G:0v 
reaches 4,797,000 wage earner h: mes 
nearly one-third of the 16,260,000 vag 
earner homes in urban communiti:s. 


Plus 8% Million Youngste’s 


Seventy out of every hundred T.S. '. 
readers are married; eight are wid: wé4 
or divorced; twenty-two are single 
Thus the readers are primarily “p '' 
string women,” wives and mothers ! 
are purchasing agents for million ° 
people. These include 8% million “‘ i! 
Indians” under fifteen who have t > 
clothed, fed, educated and amused! 
Nowhere else—among the coun !es 
magazines published today — can 
many, with so much, be had for so | ittl¢ 


Se oe SRS 5 gies eee ee gee a a eee sea "no ee eS ee “as Sar : 
= ee y 
i 24 
‘¥ _ j | s 
: a z roe > ET ee eg EES, OE = 
7 ee shisWeek = a | 
i 4 . : 2 = I 
2 = WVAATA MALO a — 
ae es i ee a to vn AS DD 44 eh ee = : 
. - ae 5 on : ‘4% a8 * on ge s 
| ) Se | 1 
| ee 
C 
i sss = 
ae 
—— a Co 
ee 
Tru 
enc 
Gro 
Ste 
I 
and 
Gro 
; i REE TAS TS 
Good Housekeeping ee Soturdey Evening Pest 7,80 
Pe | 
ES | tow 
| F 
' ee Pi 
| of 7 
| dot 
eae SI 
Baton oon ee | lion 
| . | to ar 
| i | $30. 
| if | of th 
| | | ries 
4 | eutiteiaettiienaiiiaa TI 
a &- - |e | “tor, 
| ae : aa \ (rou 
— ~ : | = — | lant 
eT — | | ——————————————_— k et— 
| th SSS eee: I | of th 
| WS (ened ae | 
' —s . i 
; I th 
Be oe eens ae ee tey 
ae eee | a ot the 
s ° ver 
| © yea) 
| In » 
} ’Oxir 
white 
| or be 
Dr. 
| eadak 
[ ma; 
ublie: 
f hal: 
SF SPST ET, 


94¢ 


ar- 
D. 
Mr 
of 
nac 

ir 


pli- 

ir 
ice- 
en 
five 


EREPORT REVEALS 
OF 29 MILLION | 


7 fy k 
Se 
Ne. 

i 


Advertising Age, September 26, 1949 


several notable examples. 

But Magnuson, mindful of the 
long, quarrelsome debates which 
have characterized the 8lst Con- 
gress, needed no illustrations. 
“There are some notable exam- 
ples of that in Congress,” he 
snapped back. 


Willard Starts 6-Week 
Cleveland TV Test 
Willard Storage Battery Co., 


Cleveland, has launched a six- 
week test of television as a me- 


dium. The company is sponsoring 
“The Willard Weatherman” over 
WNBK, Cleveland, at 6:52 p.m. 
daily, featuring Joe Bova in a rou- 
tine designed to entertain the en- 
tire family. 

The show, which includes enter- 
tainment as well as up-to-the-min- 
ute weather forecasts, stresses ef- 
fect of weather conditions on auto- 
mobile storage batteries. 


Peter Hand to Telecast Bouts 


Peter Hand Brewery Co., Chi- 
cago, brewer of Meister Brau beer, 


SS 


will telecast the Marigold Gardens 
professional boxing matches every 
Monday night at 8:30 for 26 weeks 
starting Oct. 3 over WGN-TV. Bat- 
ten, Barton, Durstine & Osborn is 
the agency. 


Transit Radio Reelects 


C. L. Thomas, general manager 
of KXOK and KXOK-FM, St. 
Louis, has been reelected pres- 
ident of Transit Radio Inc., and 
Hulbert Taft Jr., vice-president of 
WKRC, Cincinnati, has been re- 
elected chairman of the board. 


Other officers reelected are: R. C. |! 
Crisler, executive vice-president 
and treasurer; William M. O’Neil 
Jr., president of WJW, Cleveland, 
director and vice-president; Frank 
Pellegrin, vice-president in charge 
of sales, and David Gamble, sec- 
retary. 


Boone Joins Mac Wilkins 


Merton Boone, formerly with 
Adolph Bloch Advertising Agency, 
Portland, Ore., has joined the pro- 
duction staff of Mac Wilkins, Cole 
& Weber, Portland. 
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Manufacturers Can Now Reach 


the 30 Billion Dollar Pocketbook 
of 8,575,000 Women Readers, 
Shoppers for 29 Million People 


Conclusions Based on New Study of U.S. Urban Homes 


True Story Women’s Group has released its analysis of the latest audi- 
ence measurement to be validated by the well-known Magazine Audience 
Group. The survey, based on an urban cross section, was made by 


Stewart, Dougall & Associates. 


In this survey of magazine readership in urban communities of 500 
and more, the statistics revealed that the new True Story Women’s 
Group reaches 8,575,000 women readers over 15 years of age—in 
7,800,000 homes, which are a fourth of all the homes in all the cities, 
towns and hamlets in the United States. 

Figures disclosed, furthermore, that 70% of these women were mar- 
ried; 8% widowed or divorced; and 22% single. Hence, the huge bulk 
of T.S.W.G. readers were found to be the “purse-string women” who 


do the family spending. 

Shopping almost daily for 29 mil- 
lion people, these women have access 
to an annual family income of nearly 
$30 billion—which is more than 22% 
of the nation’s total wages and sala- 
vies of $136 billion. 

Thus, the new merger of True 
Story with the Macfadden Women’s 
(-roup has created a medium of dom- 
inant size in the world’s largest mar- 
ket—the great middle-mass market 
©° the wage earner. 


UNDER-DEVELOPED 
MARKET 


I) the magazines edited primarily for 
te wage earner families, advertisers 
Send only $16,000,000 a year. While 
i the so-called white collar magazines, 
® vertisers spend a total of $250,000,000 
* year. 

In wage earner homes, you find ap- 
| ‘oximately 2 magazines per family. In 
‘-hite collar homes, the average is double 
or better than 4 magazines per family. 

Dr. Rudolph Flesch, authority on 
eadability, recently disclosed that 90% 
' magazine advertising dollars run in 
ublications which are “over the heads” 
f half of the nation’s families. 


AD EXPOSURES AT 
64¢ PER 1,000? 


Analysis of the most recent magazine 
audience data reveals startling differ- 
ences between weekly, service, and mass 
magazine costs per potential ad ex- 
posures. 

The 4 leading women’s service maga- 
zines deliver potential ad impressions 
to women at a cost of $1.08; the 4 
weeklies at $1.16; True Story Women’s 
Group at $0.64 (per thousand). 

These facts and others are contained 
in the analysis by True Story Women’s 
Group of M.A.G.’s report on mass mag- 
azine reading, released today. 


2 Out of 3 Readers 


in 30’s or Younger 


Most Women Readers At 
**Age of Acquisition” 


Among the 8% million women who 
are attracted by the editorial content 
of T.S.W.G. magazines are nearly 4 
out of every 10 U.S. young women in 
the “marriage age’, between 18 and 
25. Two of every three readers are 
in their thirties or younger, alive 
with the problems of youth, romance, 
marriage, home-making and raising 
families. 

Thus, advertisers in the T.S.W.G. 
find that they reach principally young 
women—at the age of open minds and 
open purses—when they are acquiring 
husbands, homes, furniture, and chil- 
dren. When they are interested in 
clothes, beauty aids, kitchen appliances, 
radios and automobiles. When they are 
eager to try new products and new 
recipes—and are forever buying the 
things they’ve always wanted and now 
can afford. 


INVITATION 


For the benefit of top business executives, significant facts of the Magazine Audience 
Group report have been condensed in a graphic 20-minute easel. In it are important 
marketing facts about this great, relatively under-developed market of 29 million 
consumers. Your T.S.W.G. representative would like to show it to you, along with 
the M.A.G. Report itself. Write or phone our nearest office for appointment. 


True Story Women’s Group 


205 East 42nd Street, New York 17, N. Y. 


: Pe ae RGA ROSAS er Oe Renata hee, 


Answer... 


| 
In Greater Toronto 
Canada’s Richest 
Market 


More Than 


80% 


Of The Families 
Read The 


TORONT 
DAILY 
STAR 


| 
375,000 


Copies Daily 


80 King St. West, Toronto 


University Tower Bldg., Montreal 
In U.S.—Ward-Griffith Inc. 
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Mail Ad Group 
Hears Pleas for 
Better Methods 


Cuicaco—The Mail Advertising 
Service Association last week held 
the largest meeting in its 29 years 
of annual conventions, with all 
four days devoted to various meth- 
ods of improving creative appeals 
and direct mail techniques. 

In addition to having the largest 
convention attendance in the 
MASA’s history, the annual meet- 


DESIGNERS & PRODUCERS 
OF PERMANENT DISPLAYS > 


S » Company. 


11 EAST WALTON PLACE 
CHICAGO I1 


ing also had the largest number 
of exhibitors at its yearly exposi- 
tion, which was held at the same 
time as the convention sessions. 

One of the most interesting de- 
velopments during the conference 
was the surprise screening of a 
new, amateur-made motion pic- 
ture showing various methods of 
stepping up production efficiency 
of mailing operations. 


ws Delegates to the meeting re- 
ceived the picture with enthusiasm, 
despite its rough edges and, it ap- 
peared as the meeting closed, the 
MASA soon may begin a series 
of instructional films for use of 
its members. 

John D. Yeck, Yeck & Yeck, Day- 
ton direct mail agency, summed 
up a general feeling that di- 
rect mail service companies should 
be more interested in seeing that 
their clients get maximum results 
from their direct mail copy. 

Said Mr. Yeck: “Advertising is 
being recognized for what it is— 
a sales machine... More and more 


people are learning that. There’s 
a better feeling about the ‘sales 
machine.’ Management knows it’s 
important, salesmen have learned 
it, and even government bureau- 
crats are beginning to realize that 
advertising brings them a better 
standard of living. 


ws “That’s where we come in. We 
want to be sure that every piece 
of advertising is good. We want 
to make it better if we can; make 
certain that it’s effective, that it 
sells, that it is morally good for 
the community. For every time 
that we produce advertising that 
is not good for society, we are 
hurting the effectiveness of adver- 
tising and hurting ourselves. 

“So it’s our job,” he concluded, 
“to improve the effectiveness of di- 
rect mail and, incidentally, to 
recommend it only where it can 
probably succeed; to cooperate 
with all other legitimate types of 
advertising to the utmost.” 

Elias Roos, Jack’s Letter Shop, 
Milwaukee, was elected president 


of the association for 1949-50. 
Huntley Geddes of R. L. Polk & 
Co.’s Detroit office is the new vice- 
president and S. Mayer Felden- 
heimer, C. E. Howe & Co., Phila- 
delphia, was elected treasurer. 
Jeannette Robinson was reelected 
executive secretary of the MASA 
International. 


Necco Ads to Run 52 Weeks 


New England Confectionery Co., 
Cambridge, has begun a new cam- 
paign to promote Necco wafers, 
Sky Bar, and Necco chocolate 
peppermints with a 52-week sched- 
ule in 65 newspapers covering 62 
major markets. The program also 
calls for 24 quarter pages and two 
full-color pages in Look. C. J. La- 
Roche & Co., New York, handles 
the account. 


To Aikin-McCracken 


Wm. H. Weintraub & Co., New 
York, agency for Kaiser-Frazer 
Corp., has announced the appoint- 
ment of Aikin-McCracken Ltd., 
Toronto, to direct Canadian adver- 
tising. 


e- 


____WWL-—LAND 


The greatest selling power 


wie ent ne 


1. st. JOHN PLANTATION, near St. Martins- 
ville, Louisiana, was built in 1828 by Alexandre 
Etienne de Clouet. Since 1887, St. John has been 
owned by a prominent New Orleans family, who 
have faithfully preserved the grace and dignity 
of its ante-bellum architecture. 


| 2. THE DAIRY INDUSTRY is developing fast in 
Louisiana. With year-round pasturage and growing 
markets, it’s adding millions to the state’s diversified 


in the South’s greatest city 


50,000 WATTS 


CLEAR CHANNEL 


CBS AFFILIATE 
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farm income. 


Another reason why WWL - land 


exceeds the national average in increased income, 


increased buying power, and 


general prosperity. 


3. WWL’S COVERAGE OF THE DEEP SOUTH 
50,000 watts—high-power, affording advertisers low- 
cost dominance of this new-rich market. 


BMB Maps of WWL-coverage and other data available 


from the 


atz Agency, Inc., our National Representatives 
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WHERE MAGAZINES SELL—This chart, 
originally made by S-M News and re- 
produced by Magazine Advertising Bu- 
reau, shows the origin of magazine per- 
copy sales, as of April 1. Note the dom- 
inance of drug and confectionery stores, 
which account for more than 60% of 
all sales. 


Lever Runs 1-2-3 
on Hooper Report 


New York—Lever Bros. Co., 
among the first advertisers to get 
its regular programs back on the 
air after a summer layoff, took the 
first three places on the Sept. 15 
Hooper report with “Lux Radio 
Theater,” “My Friend Irma” and 
“Godfrey’s Talent Scouts.” 

The nighttime favorites: 


Lux Theater (CBS) 
My Friend Irma (CBS), Pepsodent ....13.2 
Godfrey’s Talent Scouts (CBS), 


BORD cnsensenecemenamnnaitemennnnme 12.9 
Suspense (CBS), Auto-Lite ................... 12.0 
Big Story (NBC), Pall Mall ................ 11.8 
Mr. D. A. (NBC), Bristol-Myers ......... 11.6 
Mr. Keen (CBS), Whitehall ..................... 11.3 
Horace Heidt (CBS), Philip Morris ...... 11,2 
Mystery Theater (CBS), Molle ............... 10.9 
Bob Hawk (NBC), Camel ........cccccccccseeeee 10.8 
Mr. and Mrs. North (CBS), 

EEE ES Se 10.6 
Curtain Time (NBC), Mars ........:000 10.5 
Mr. Chameleon (CBS), Bayer ............ 10.4 
Fat Man (ABC), Norwich ............:00e0 10.3 
Crime Photographer (CBS), Philip 

BIND inensceserattiienciasateinnaiviilitenaseatiunnmmestaennmnet 10.1 
First Nighter (CBS), Campana ............. 10.1 


w Average homes with sets-in- 
use of 24.9 is up 2.4 from the last 
report and 3.5 from a year ago. 
Average evening rating is 6,3, up 
0.9 from last report and 0.2 from 
a year ago. 
Daytime leaders: 
A Girl Marries (NBC), General 


SEIT, * Vicchascneeteidilhnaeh netlatianesreninieainiiampeninbenoesnerinabitel 6.5 
Our Gal, Sunday (CBS), Anacin ......... 5.9 
Arthur Godfrey (CBS), Chesterfield, 

Gold Seal, Spray-A-Wave, National 

EE ee ee 5.9 
Aunt Jenny (CBS), Spry ........0..ccessseeeers 5.9 
Romance of Helen Trent (CBS), 

, FS re eee 5.9 


Big Gister (CEB), POG ..c..ccccccccossscccescscsssces 5.8 

Ma Perkins (CBS), Oxydol ...... 5. 

Pepper Young (NBC), P&G ......... 

Portia (NBC), General Foods ... 

Young Widder Brown (NBC), 
REET cinicbsinmnpuedinneicieiilabeneenniveneneteenines 5.5 


Average daytime sets-in-use of 
16.1 is up 0.9 from last report and 
0.7 from a year ago. Average rat- 
ing—4.0—is down 0.2 from last re- 
port and up 0.3 from a year ago. 


Newspaper Representatives 
Elect Roscher and Rohde 


E. M. Roscher, Chicago office 
manager, St. Louis Post-Dispatch, 
last week was elected president of 
the Newspaper Representatives As- 
sociation of Chicago at the group’s 
annual meeting. 

J. E. Rohde, vice-president, Rey- 
nolds-Fitzgerald Inc., was elected 
vice-president. T, E. Duggan, vice- 
president, Chicago office, Moloney, 
Regan & Schmitt, is the new sec- 
retary and assistant treasurer, and 
F. F. Parsons, Chicago office man- 
ager, Ward-Griffith Co., was elec: 
ted treasurer. 


Elevators Use ‘Tall for 
Fall’ with ‘Esquire’ 


Elevators, the height-increasing 
shoes manufactured by Stone-Tar- 
low Co., Brockton, Mass., have 
tied in with Esquire’s “tall for fall” 
fashion promotion, which broke 


Using the theme, “The taller 
you are the harder she'll fall,” 
Elevator ads will run in Collier’s, 
Esquire, Life, The Saturday Even- 
ing Post and Time. Emil Mogul 
Co., New York, is the agency. 


.|in the October issue. 
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British Admen 
Use U.S. Themes, 
Wensley Discovers 


New YorK—British advertisers 
are using more American advertis- 
ing themes and have adopted the 
comic strip technique, while post- 
er advertising in France and Bel- 
gium is more impressive than ever, 
Roger L. Wensley, president of G. 
M. Basford Co., told AA upon his 
return from two months abroad. 

British advertising has increased 
substantially in volume over what 
it was two years ago, Mr. Wensley 
said, and it seems to be getting 
more “sell” into copy and layouts. 
The use of comic strips is a rela- 
tively new development in Brit- 
ish advertising, according to Mr. 
Wensley, former chairman of the 
export advertising committee of 
the Four A’s. It is reported to be 
pulling well, he said. 

He attributed the adoption of 
American methods to the fact that 


NEW Subscription Order Form... 


Barkhurst Joins Henry 

Jon W. Barkhurst, formerly co- 
owner and sales director of Ther- 
esa Barth Wells Associates, has 
joined J. Fred Henry Publications, 
New York, as a sales representa- 
tive for Screenland Unit. 


Ermoyan Joins Compton 

Souren Ermoyan, formerly art 
director of Cosmopolitan and Town 
& Country, has joined the art 
department of Compton Advertis- 
ing Inc., New York, as a layout 
supervisor. 


Conover-Mast Names Spotts 

George R. Spotts, formerly sales 
manager of Metallurgical Products 
Co., Philadelphia, has been added 
to the staff of Conover-Mast Pur- 
chasing Directory, working out of 
the Philadelphia office. 


WDGyY Increases Power 

WDGY, Minneapolis-St. Paul, 
has increased its power from 5,000 
watts to 50,000 watts from 6 a.m. 
to sundown. The station will op- 
erate on 25,000 watts from sun- 
down to midnight. 
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Please enter immediately my subscription to 


Advertising Age for 


[) One Year at $3.00 _[] Two Years at $5.00 [] Three Years at $6.00 
() Payment enclosed [7 Bill me later [) Bill my firm 


Name 


Title__ 
Firm 
Street 
City Zone State. 
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production has been increased in 
many industries, and mechaniza- 
tion is being pushed rapidly. Amer- 
ican manufacturers of industrial 
trucks, conveyors of all types, and 
other kinds of handling equipment 
should find it easy to sell their 
products in the British Isles today, 
Mr. Wensley stated. 

On the Continent, he said, while 
conditions have improved general- 
ly over what they were two years 
ago, prices are very high. Much 
French goods, he said, can be 
bought more cheaply in New York 
than in Paris. 

French and Belgian poster ad- 
vertising is as good and, in many 
respects, better than anything in 
‘he United States, Mr. Wensley de- 

lared. “While the European post- 
ers lack sell and punch, artistical- 

, they are far superior to ours. 

“People seem to be more ad- 

vertising conscious in Europe to- 
cay than they have been since the 
var,” Mr. Wensley said. “There 
S more business, more activity 
ind, on the whole, more hope than 
‘ have observed in Europe for a 
reat many years.” 


“orden Licenses D-S to Publish 
lsie the Cow’ Comics 


Sorden Co., New York, recently 
ypted a new medium for Elsie 
‘terprises when it licensed 
-S Publishing Co., New York, 
publish “Elsie the Cow Comics” 
id to distribute the new comic 
ook to newsstands: A bi-monthly, 
retails for 10¢ and will be dis- 
ributed by American News Co. 
‘hrough 6,800 distributors in New 
York. 
The contract between Borden 
‘nd D-S Publishing Co. marks the 
‘irst time that an independent pub- 
lisher has contracted with a com- 
mercial organization to depict its 
‘trademark via comics. There are 
no product or institutional plugs, 
and the word “Borden” is used 
only when required to protect the 
Elsie copyright. 
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bring your layouts to life: 


Tconderoga Jed 


print on 


~ Serene 


eG 


Feature attraction on your printing program is Ticonderoga Text and 


Coverweight! Right for every process—letterpress, offset or gravure. 


The perfect combination for menus, programs, booklets and brochures. 


Watermarked, plain and deckle-edged Ticonderoga Text comes in 


7 colors plus cream and brite white, laid or wove, with envelopes to match. 


For double success, team it up with Ticonderoga Coverweight. 


International Paper Company, 220 East 42nd Street, New York 17, N.Y. 


INTERNATIONAL 


for Printing and Converting 


PAPERS 
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Mail Ad Group 
Hears Pleas for 
Better Methods 


Cuicaco—The Mail Advertising 
Service Association last week held 
the largest meeting in its 29 years 
of annual conventions, with all 
four days devoted to various meth- 
ods of improving creative appeals 
and direct mail techniques. 

In addition to having the largest 
convention attendance in the 
MASA’s history, the annual meet- 


DESIGNERS & PRODUCERS 
OF PERMANENT DISPLAYS 


ailewe Fowl &— Company 


11 EAST WALTON PLACE 
CHICAGO I1 


ing also had the largest number 
of exhibitors at its yearly exposi- 
tion, which was held at the same 
time as the convention sessions. 

One of the most interesting de- 
velopments during the conference 
was the surprise screening of a 
new, amateur-made motion pic- 
ture showing various methods of 
stepping up production efficiency 
of railing operations. 


ws Delegates to the meeting re- 
ceived the picture with enthusiasm, 
despite its rough edges and, it ap- 
peared as the meeting closed, the 
MASA soon may begin a series 
of instructional films for use of 
its members. 

John D. Yeck, Yeck & Yeck, Day- 
ton direct mail agency, summed 
up a general feeling that di- 
rect mail service companies should 
be more interested in seeing that 
their clients get maximum results 
from their direct mail copy. 

Said Mr. Yeck: “Advertising is 
being recognized for what it is— 
a sales machine... More and more 


people are learning that. There’s 
a better feeling about the ‘sales 
machine.’ Management knows it’s 
important, salesmen have learned 
it, and even government bureau- 
crats are beginning to realize that 
advertising brings them a better 
standard of living. 


ws “That’s where we come in. We 
want to be sure that every piece 
of advertising is good. We want 
to make it better if we can; make 
certain that it’s effective, that it 
sells, that it is morally good for 
the community. For every time 
that we produce advertising that 
is not good for society, we are 
hurting the effectiveness of adver- 
tising and hurting ourselves. 

“So it’s our job,” he concluded, 
“to improve the effectiveness of di- 
rect mail and, incidentally, to 
recommend it only where it can 
probably succeed; to cooperate 
with all other legitimate types of 
advertising to the utmost.” 

Elias Roos, Jack’s Letter Shop, 
Milwaukee, was elected president 


of the association for 1949-50. 
Huntley Geddes of R. L. Polk & 
Co.’s Detroit office is the new vice- 
president and S. Mayer Felden- 
heimer, C. E. Howe & Co., Phila- 
delphia, was elected treasurer. 
Jeannette Robinson was reelected 
executive secretary of the MASA 
International. 


Necco Ads to Run 52 Weeks 


New England Confectionery Co., 
Cambridge, has begun a new cam- 
paign to promote Necco wafers, 
Sky Bar, and Necco chocolate 
peppermints with a 52-week sched- 
ule in 65 newspapers covering 62 
major markets. The program also 
calls for 24 quarter pages and two 
full-color pages in Look. C. J. La- 
Roche & Co., New York, handles 
the account. 


To Aikin-McCracken 


Wm. H. Weintraub & Co., New 
York, agency for Kaiser-Frazer 
Corp., has announced the appoint- 
ment of Aikin-McCracken Ltd., 
Toronto, to direct Canadian adver- 
tising. 
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WHERE MAGAZINES SELL—This chart, 
originally made by S-M News and re- 
produced by Magazine Advertising Bu- 
reau, shows the origin of magazine per- 
copy sales, as of April 1. Note the dom- 
inance of drug and confectionery stores, 
which account for more than 60% of 
all sales. 


Lever Runs 1-2-3 
on Hooper Report 


FIRST CLASS 
Permit No. 95 
(Sec, 510 P. L. & R) 
CHICAGO, ILL. 


Postage Stamp Necessary if Mailed in 


USINESS REPLY CARD 


the United States 


— POSTAGE WILL BE PAID BY — 


Advertising Age 
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2. THE DAIRY INDUSTRY is developing fast in farm income. 
Louisiana. With year-round pasturage and growing exceeds the national average in increased income, 


markets, it’s adding millions to the state’s diversified increased buying power, and general prosperity. 


in the South’s greatest city 


50,000 WATTS 


CLEAR CHANNEL 


CBS AFFILIATE 


1. st. JOHN PLANTATION, near St. Martins- 
ville, Louisiana, was built in 1828 by Alexandre 
Etienne de Clouet. Since 1887, St. John has been 
owned by a prominent New Orleans family, who 
have faithfully preserved the grace and dignity 
of its ante-bellum architecture. 


Another reason why WWL - land 


J. WWL’'S COVERAGE OF THE DEEP SOUTH 
50,000 watts—high-power, affording advertisers low- 
cost dominance of this new-rich market. 


NEW ORLEANS 


PD ARTMENT OF LOYOLA UNIVERS! 


BMB Maps of WWL-coverage and other data available 
from the Katz Agency, Inc., our National Representatives 


use of 24.9 is up 2.4 from the last 
report and 3.5 from a year ago. 
Average evening rating is 6.3, up 
0.9 from last report and 0.2 from 
a year ago. 

Daytime leaders: 
A Girl Marries (NBC), General 

PUNE adcisiechhthsinaneininaainicatadedbitiberasigtmenenpecoantl 6.5 
Our Gal, Sunday (CBS), Anacin ......... 5.9 


Arthur Godfrey (CBS), Chesterfield, 
Gold Seal, Spray-A-Wave, National 


SEIIIIIET -... srccealistiaendessisetsiatitintcanciepaiiadchentibebiaanvis 5.9 
Aunt Jenny (CBS), Spry ....cccccccccsceesesseees 5.9 
Romance of Helen Trent (CBS), 

IED  icanccinicchibelabiddiesidicisendbniitdidevschicteend 5.9 
Big Sister (CBS), PcG .....ccccccccoccocsrcessssesseetbeD 
Ma Perkins (CBS), Oxy@ol o........ccccccceeceee 5.8 
Pepper Young (NBC), P&G 20.0... 5.7 
Portia (NBC), General Foods ................. 5.6 
Young Widder Brown (NBC), 

SE. deciatnbisbnnnbiteciinins 5.5 


Average daytime sets-in-use of 
16.1 is up 0.9 from last report and 
0.7 from a year ago. Average rat- 
ing—4.0—is down 0.2 from last re- 
port and up 0.3 from a year ago. 


Newspaper Representatives 
Elect Roscher and Rohde 


E. M. Roscher, Chicago office 
manager, St. Louis Post-Dispatch, 
last week was elected president of 
the Newspaper Representatives As- 
sociation of Chicago at the group’s 
annual meeting. 

J. E. Rohde, vice-president, Rey- 
nolds-Fitzgerald Inc., was elected 
vice-president. T. E. Duggan, vice- 
president, Chicago office, Moloney, 
Regan & Schmitt, is the new sec- 
retary and assistant treasurer, and 
F. F. Parsons, Chicago office man- 
ager, Ward-Griffith Co., was elec: 
ted treasurer. ; 


Elevators Use ‘Tall for 
Fall’ with ‘Esquire’ 


Elevators, the height-increasing 
shoes manufactured by Stone-Tar- 
low Co., Brockton, Mass., have 
tied in with Esquire’s “tall for fall”’ 
fashion promotion, which broke 
in the October issue. 

Using the theme, “The taller 
you are the harder she'll fall,” 
Elevator ads will run in Collier’s, 
Esquire, Life, The Saturday Even- 
ing Post and Time. Emil Mogu! 
Co., New York, is the agency. 
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British Admen 
Use U.S. Themes, 
Wensley Discovers 


New YorkK—British advertisers 
are using more American advertis- 
ing themes and have adopted the 
comic strip technique, while post- 
er advertising in France and Bel- 
gium is more impressive than ever, 
Roger L. Wensley, president of G. 
M. Basford Co., told AA upon his 
return from two months abroad. 

British advertising has increased 
substantially in volume over what 
it was two years ago, Mr. Wensley 
said, and it seems to be getting 
more “sell” into copy and layouts. 
The use of comic strips is a rela- 
tively new development in Brit- 
ish advertising, according to Mr. 
Wensley, former chairman of the 
export advertising committee of 
the Four A’s. It is reported to be 
pulling well, he said. 

He attributed the adoption of 
American methods to the fact that 
several American agencies now 
have London branches, and to the 
greater interest of many British 
companies in improved American 
production and distribution meth- 
ods. 

One phase of British advertis- 
ing that continually amazes Amer- 
icans abroad, Mr. Wensley said, is 
the freedom with which advertis- 
ers of proprietary medicines make 
claims “that in many instances 
seem rather far-fetched, to say the 
least. There is no governmental 
body in Great Britain comparable 
with our Federal Trade Commis- 
sion, and the renowned British re- 
serve seems to be waived entirely 
when it comes to proprietary medi- 
cine advertisements.” 


s There is a large potential mar- 
ket today in England, Mr. Wensley 
said, for American materials-han- 
dling equipment of all kinds. La- 
bor costs have risen since the war, 
production has been increased in 
many industries, and mechaniza- 
tion is being pushed rapidly. Amer- 
ican manufacturers of industrial 
trucks, conveyors of all types, and 
other kinds of handling equipment 
should find it easy to sell their 
products in the British Isles today, 
Mr. Wensley stated. 

On the Continent, he said, while 
conditions have improved general- 
ly over what they were two years 
ago, prices are very high. Much 
French goods, he said, can be 
bought more cheaply in New York 
than in Paris. 

French and Belgian poster ad- 
vertising is as good and, in many 
respects, better than anything in 
‘he United States, Mr. Wensley de- 
clared. “While the European post- 
ers lack sell and punch, artistical- 
‘y, they are far superior to ours. 

“People seem to be more ad- 
vertising conscious in Europe to- 
day than they have been since the 

var,” Mr. Wensley said. “There 

more business, more activity 
ind, on the whole, more hope than 
‘ have observed in Europe for a 
reat many years.” 


“orden Licenses D-S to Publish 
lsie the Cow’ Comics 


Sorden Co., New York, recently 
jpted a new medium for Elsie 
‘erprises when it licensed 
‘S Publishing Co., New York, 
publish “Elsie the Cow Comics” 
od to distribute the new comic 
ook to newsstands: A bi-monthly, 
retails for 10¢ and will be dis- 
‘ibuted by American News Co. 
hrough 6,800 distributors in New 
York. 
The contract between Borden 
nd D-S Publishing Co. marks the 
rst time that an independent pub- 
isher has contracted with a com- 
nerecial organization to depict its 
rademark via comics. There are 
oO product or institutional plugs, 
and the word “Borden” is used 
only when required to protect the 
Elsie copyright. 


Barkhurst Joins Henry 

Jon W. Barkhurst, formerly co- 
owner and sales director of Ther- 
esa Barth Wells Associates, has 
joined J. Fred Henry Publications, 
New York, as a sales representa- 
tive for Screenland Unit. 


Ermoyan Joins Compton 

Souren Ermoyan, formerly art 
director of Cosmopolitan and Town 
& Country, has joined the art 
department of Compton Advertis- 
ing Inc., New York, as a layout 
supervisor. 


Conover-Mast Names Spotts 

George R. Spotts, formerly sales 
manager of Metallurgical Products 
Co., Philadelphia, has been added 
to the staff of Conover-Mast Pur- 
chasing Directory, working out of 
the Philadelphia office. 


WDGY Increases Power 

WDGY, Minneapolis-St. Paul, 
has increased its power from 5,000 
watts to 50,000 watts from 6 a. m. 
to sundown. The station will op- 
erate on 25,000 watts from sun- 
down to midnight. 
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bring your layouts to life: 


print on 


Tconderoga Jo 


Feature attraction on your printing program is Ticonderoga Text and 


Coverweight! Right for every process—letterpress, offset or gravure. 


The perfect combination for menus, programs, booklets and brochures. 


Watermarked, plain and deckle-edged Ticonderoga Text comes in 


7 colors plus cream and brite white, laid or wove, with envelopes to match. 


For double success, team it up with Ticonderoga Coverweight. 


International Paper Company, 220 East 42nd Street, New York 17, N.Y. 


INTERNATIONAL 


for 


PAPERS 


Printing and Converting 
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Why Look leads 


all major magazines 


in advertising gains | 
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Circulation 


LOOK’s ABC* circulation is more than 3,000,000 
LOOK ’s circulation gain since 1944 is more than 1,140,000 


This is a gain of 60.4% —a greater percentage gain than that 
of any of the major weeklies 
* Publisher's statement, June 30, 1949 


Total Readers 


LOOK reaches more than 18,450,000 readers every issue 


This is America’s second largest magazine audience 


Audience Growth 


LOOK has gained 45.9% in total audience since 1946 
This is a greater gain than any of the major weeklies 


Family Coverage 


Every issue of LOOK is edited for family readership . . . 
LOOK is read by 7,538,000 men, 7,218,000 women, 3,697,000 


teen-agers 


Family Economic Level 


LOOK reaches more readers in families which own the fol- 
lowing products than any weekly magazine with but one 
exception: 

homes automobiles radio sets phonographs 
electric washing machines mechanical refrigerators 
For each advertising dollar you spend, LOOK reaches more 
readers in families which own these products than any 
major weekly with no exception 


Thorough Readership 


LOOK is read from cover to cover — 

95.2% of all LOOK readers see and remember 10 or more 
articles every issue 

Every feature in LOOK is seen and remembered by 91.8% of 
all LOOK readers 


° * + . . . 
Advertising Visibility 
Among the major weeklies, LOOK ranks first in visibility in 
15 out of 18 advertising space unit classifications (full page, 
half page, ete.) 


Readers who are“ Buyers” 
LOOK reaches more readers who personally buy the follow- 


ing products than any weekly magazine with but one 
exception: 


coffee dry cereals deodorants 
soap flakes hair preparations flour mix 
nail polish toilet soap shampoo 


For each advertising dollar you spend, LOOK reaches more 
readers who personally buy these products than any major 
weekly with no exception 


Advertising Kconomy 


LOOK delivers 2,185 readers per advertising dollar you 
spend — based on current black and white page rates 

LOOK delivers 22% to 52°> more readers per dollar than 
any of the major weeklies 


Retailer Readershi 
In studies made in 3 cities, LOOK was read by more retail 
executives and sales personnel in automotive, men’s wear 
and food outlets than any other weekly magazine with but 
one exception. These studies are continuing 


- 

Business Growth 
205 new advertisers who were not in LOOK in 1948 are using 
LOOK this year 
Again in 1949, as in 1948, LOOK leads all major magazines in 
advertising page gains. In 1948, LOOK gained 162 pages... 
15.4%. In the first 6 months of 1949, LOOK gained 99 pages 
--- 17.8%. 
FOR COMPLETE DETAILS and source data on any 
or all of the above points, get in touch with your LOOK 


representative or write to LOOK, 511 Fifth Avenue, 
New York 17, N Y. 


You get more for your 
advertising dollar in Look 
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Names Walsh International 

Walsh International Advertising 
Ltd., Toronto, has been named to 
handle the export advertising of 
Canada Wire & Cable Co., Can- 
adian producer of electrical trans- 
mission equipment. 


Joins Griswold-Eshleman 

Walter F. Meads, formerly with 
Norman Malone & Associates, Ak- 
ron, has joined the creative staff 
ad Guay aaasaies Co., Cleve- 
and. 


Becomes Member in CCA 
Contractors’ Electrical Equip- 
ment, published by Sutton Pub- 
lishing Co., New York, has been 
elected to membership in Con- 
trolled Circulation Audit Inc. 


KLX 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 
‘by Burn-Smith Co., Inc. 


Along the Media Path 


@ The Pittsburgh Sun-Telegraph 
not only has reproduced serially in 
its daily and Sunday pages the 
best seller by the late Joshua 
Liebman, “Peace of Mind,” but has 
recently printed a biography of 
Rabbi Liebman called: 
Brought ‘Peace of Mind’ to Mil- 
lions.” 


e To the right people, the Mil- 
waukee Journal is using direct 
mail to send tear sheets of four- 
color promotional ads which use 
a set of newspaper plates made in 
its own plant from proofs of reg- 
ular magazine engravings. 


e Another pioneer in the use of 
newspaper color, the New Orleans 
Item carried four separate color 
ads in the Aug. 31 issue, two of 
them two colors and black, two 


“H e 


in one color and black. All were 
general rate advertisements. Two 
advertisers, Regal and Jax, are 
beer accounts; the others are Esso 
and Blue Plate margarine. Loyal 
Phillips, advertising director, esti- 
mates that the Item will run 400,- 
000 lines of color advertising dur- 
ing the calendar year. 


e The Reader’s Digest, in a new 
22-page booklet, “Leading Inter- 
national Advertisers in 1949,” 
demonstrates that advertisers us- 
ing its international editions have 
increased this year nearly 40% 
over *48. With December issues of 
the 21 editions not yet closed, the 
number of ad pages is expected to 
average more than 540 a month 
for the year, a 12-month record. 


e Seventy-nine homes, 32 of them 


completely furnished, were opened 
for inspection in mid-September 
as the major feature of the third 
annual Chicagoland Home and 
Home Furnishings Festival, spon- 
sored by a local council in coop- 
eration with the Chicago Tribune. 
Opening of the festival was sig- 
naled Sept. 11 with publication of 
a 66-page section in the Tribune 
devoted to news and advertising of 
home building and furnishings. 
The section carried 141,000 lines 
of home building, home furnish- 
ings, radio, video and appliance 
advertising. 


e@ The October issue of Congratu- 
lations will carry the biggest ad 
volume in the history of the quar- 
terly baby magazine. Effective 
with the Jan. 1 issue, the publica- 
tion will boost its circulation guar- 
antee from 150,000 to 160,000, with 
no increase in rates. 


e Country Gentleman will appear 
in October with a series of physi- 
cal improvements based on in- 
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DENVER POST’S Sanday MAGAZINE SECTION 


Edited by The Denver Post for Rocky Mountain Empire Readers 


99% Coverage 
of Metropolitan Denver 


The Denver Post's Sunday Magazine Section is written 


to and for the people of the Rocky Mountain Empire 


93% Coverage 


of Retail Trading Zone 
71% Coverage 


of Entire State of Colorado 


384,042 Total Circulation 


A.B.C. Publisher's Statement 
March 31, 1949 


TABLOID SIZE — 


EFFECTIVE FEBRUARY 1950 


markets of America. 


under the capable direction of an experienced, full- 
time magazine editor. It is specifically tailored to the 


interests of one of the richest and least exploited 


Advertising Age, September 26, 1949 


formation obtained from the Con- 
tinuing Readership Studies of Cur- 
tis Publishing Co. In its rede- 
signed form, the publication has 
changed its treatment of titles, 
picture captions and the pictures 
themselves. Fewer and larger pic- 
tures are used to illustrate articles. 
A slightly more condensed face is 
employed for the cover logotype. 


e Willard B. Crosby, formerly 
managing editor of Argosy, has 
been named an associate editor of 
Collier’s. 


e Institutions is mailing to each 
new subscriber a two-color folder 
saying “there’s more to your pack- 
age than you think!” and high- 
lighting the extra services it offers 
readers and welcoming inquiries 
on any special problems. 


e@ The Sept. 13 issue of the Boston 
Traveler was a record-breaking 80 
pages and Publisher Robert Choate 
believes it’s the largest standard- 
size, normal edition of an after- 
noon paper ever published in New 
England. The paper, printed and 
distributed on time despite its huge 
size, contained more than 150,000 
lines of advertising. 


e Geyer Publications, New York, 
has reprinted, in booklet form, an 
article in one of its business pa- 
pers, Office Management and 
Equipment, telling the story of its 
new 212 Fifth Ave. offices pic- 
torially and in detail. Naturally, 
it’s designed to provide the maxi- 
mum in office efficiency. 


Daystrom Moves Sales Office 


Daystrom Corp., manufacturer of 
chromed tubular steel kitchen and 
dinette furniture, will move its 
national sales headquarters from 
41 E. 42nd St., New York, to the 
American Furniture Mart, 666 
Lake Shore Dr., Chicago, on Oct. 
1. The company will continue to 
maintain office space at its perm- 
anent show locations in New York, 
Los Angeles and San Francisco 
furniture exchanges. 


Dutty-Mott Uses Video 

Duffy-Mott Co., New York, 
maker of Mott’s apple products, 
on Sept. 19 went on television for 
a 39-week schedule of spots cov- 
ering ten major markets. Young 
& Rubicam, New York, is the 
agency. 
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THE ONLY ONE IN TOWN ?...Not For Long! 


Somebody’s got to buy the first one. Looks as tho’ our friend 
has done it again. 


But it won’t be long before 2 or 3 or 175 more Super Deluxes 
are seen buzzing around town —to and from the station, Friday-nite 
dates, Sunday morning to church. 

In the town of under 25,000 population, the leaders really lead. 
Where everybody knows everybody else, and chit-chat is a popular 
pastime — word of mouth advertising is a true reality! 

That’s why more and more advertisers are taking advantage 
of this “‘extra influence’’— delivering their sales messages thru 
PATHFINDER, to 1,200,000 Main Street leaders. Influential 


people who become owners and salesmen at the same time! 


saan 


- 
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The Main Street market is the rich- 
est in America. Rich enough to buy 
half the new automobiles that roll 
from Detroit assembly lines ...more 
than half the gas and oil used in 
this country ... half the automotive 
accessories ...3 out of every five 
tires. 

If all this is news to you—if you've 
been slighting the Main Streeters— 
let’s talk it over. PATHFINDER is 
today doing a better job for more 
advertisers than ever before in 
history. PATHFINDER can do a job 
for you. Pathfinder, Washington 
Square, Philadelphia 5, Pa. 


Graham Patterson 
President 


PATHFINDER 


The Family News Magazine 
That Influences 
Home-Town America 
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“RED GOLD iI" 
A copy of this lithographic reproduction, 
suitable for framing, is yours—vupon 
written request to Stecher-Traung 
Lithograph Corporation, Rochester 7, N. Y. 


Mbogriplty by STECHER - TRAUNG 


Ir’s easy to spot a thoroughbred—the quality strain is immediately 


apparent. That’s why more and more of America’s outstanding merchandisers 
are now using “Lithography by Stecher-Traung.”’ We honestly believe you 
owe it to yourself, your company, your stockholders, to investigate the 
point-winning characteristics of Stecher-Traung craftsmanship and economy. Let us 
work with you on your FULL Color advertising literature, point-of- 
sale material and packaging requirements. We are able and eager to 
inject prestige and dynamic power into your next promotion—with 


FULL Color lithography that sells! 


SPECIALISTS IN FULL COLOR—Advertising Material + Labels * Box Wraps « Greeting Cards 
Seed Packets * Folding Boxes * Merchandise Envelopes and Cards 


STECHER-7RAUN LITHOGRAPH CORPORATION 


Rochester 7, New York «+ San Francisco 11, California 


Branch Offices: Baltimore « Boston « Chicago « Columbus « Harlingen « Jacksonville « Los Angeles 
Macon « New York « Oakland « Philadelphia « Portland « Sacramento « St. Louis « Seattle 


Special New York Sales Associates—Rode & Brand 
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Home Viewers Can 
Judge RCA’s Color 
TV for Themselves | 


WASHINGTON—How well does | 
Radio Corp. of America’s color | 
television come over in black and | 
white on present receivers? 

Viewers can decide for them- 
selves when RCA starts its dem- 
onstrations for the Federal Com- | 


« ao ” e . a 
If the time buyer who reads this will 
put KIOA on his list he'll be richly 
rewarded with a top audience. As 
Des Moines’ only 10,000 watt* sta- 
tion, KIOA will serve you admirably 
in lowa's abundant market. Coverage 
maps, schedules and availabilities 
are yours for the asking, . . . See 
any Paul Raymer man or write direct 
to KIOA, Des Moines, lowa. 
*#10,000 Watts day, 5,000 Watts night 


munications Commission. 
of the test telecasts will be aired 
over WNBW, Washington, where 
portions of the regular program 
schedule will be televised in color. 

Dr. C. B. Jolliffe, executive vice- 
president in charge of RCA labor- 
atories, said six color receivers 
will be installed at a downtown 
location where they will be ac- 
cessible “to the commission and 
others.” 

Color reception through con- 
verters for present black and white 
sets also will be demonstrated. 


Federal Wholesale Druggists’ 
Association to Hold Meeting 

Merchandising and fair trade 
will hold top billing at the 34th 
annual convention of Federal 
Wholesale Druggists’ Association 
Oct. 5-7 in Atlantic City. 

Among the speakers listed are 


Some | 


Philip Cortney, president of Coty; | 


Isaac W. Digges, 


thority and attorney for a number | 


of advertising organizations; and 
M. M. Zimmerman, editor of Super 


fair trade au- | 


EYE-APPEAL—This Portis hats flasher window display, dubbed “everyone eyes your 
hat,’ shows an eyeball when the light is off, and a man wearing a Portis hat 
when the light flashes on. The display, 5’ high by 312’ wide, will be tied in with 
newspaper and magazine ads. Madison Advertising Co., New York, is the agency. 


sales, Bristol-Myers Co., is chair- | vention and Glen T. Helgren, man- 


Market Merchandising. J. P. Har-|man of the manufacturers’ com-|ager of Ellicott Drug Co., Buf- 


die, vice-president in charge of 


mittee handling details of the con-| falo, is FWDA president. 


*Yes, The Salt Lake Tribune-Telegram Is Read by More Than 
9 Out of 10 Families wundupiicares) in the Salt Lake City ABC City Zone 


Through the pages of The Salt Lake Tribune-Telegram you also 
reach nearly 7 out of 10 families in the Salt Lake Retail Trading 


Zone, and nearly 1 out of 2 families in the entire 4-state “Million 


Market.” This dominant family coverage of the Salt Lake market 
is the result of service to readers, results for advertisers. 


Che Salt Lake 
Crile - Celegram 


Nationally Represented by O’Mara & Ormsbee, Inc., 
and Metropolitan Sunday Newspapers, Inc. 


MORE advertisers. 
are using. 


MORE space | 


(over 8,800,000 lines 
_—first 6 months 1949) | 
reaching 


The Salt Lake Tribune-Telegram sold to ad- 
vertisers on associated basis. Advertising 
linage shown above is 7 day Tribune only. 


Advertising Age, September 26, 1949 


| dairy and grocery products. 


| pretty as a Hudnut beauty ad and 


| 


| highlighted by an awards session 
| which gave recognition to pro- 


| the evening and extension 


| Time to Boost Art 


| Co., all in Providence. 


Stu, Hank, Bill, 
Hal and Herb Take 


AKRON, O.—Seldom has a station 
manager been the subject for a 
radio spot on his own station. 

But Arthur Moore, former di- 
rector of Borden’s “County Fair,” 
now manager of WAKR, rated an 
announcement as a send-off in his 
new job from Stuart Peabody, 
assistant vice-president, Borden 
Co.; Henry Schachte and Bill 
Ewen, national advertising man- 
ager and assistant advertising 
manager for Borden; Hal Davis, 
publicity director, and Herb Lan- 
don, radio publicity director, Ken- 
yon & Eckhardt. 

This is what Akron radio listen- 
ers heard: “Citizens of Akron! We 
want to congratulate your city 
and this station upon the acquisi- 
tion of Arthur Moore as program 
manager of WAKR. We are sure 
his family will enjoy your fair 
city and that Akron will take the 
Moores to its heart. Moore is well 
known for his work in radio. He 
is as appealing as a breakfast with 
Kellogg’s corn flakes. His good 
taste is on a level with Amazo in- 
stant dessert. His vision is as clear 
as the picture of a Sylvania tele- 
vision set. He’s as efficient as an 
Ansul dry chemical fire extin- 
guisher. He is as much fun as the 
Borden ‘County Fair’ program 
and as dependable as _ Borden’s 

“Additionally his wife is as 
his children are as much fun as 
the new Elsie comic book. In short, 
Art is a real prize. 

“We know WAKR will continue 
to grow as one of the biggest and 
best stations in the country with 
him on its staff. 

“This announcement is paid for 
by Stu, Hank, Bill, Hal and 
Herb... friends of Arthur Moore.” 


CCNY Discontinues 
Its AM-TV Awards 


NEw YorK—City College of New 
York has announced that it is dis- 
continuing its annual radio-tele- 
vision business conferences afte! 
five years. 

These spring sessions have been 


grams on radio—and last year, 
video as well—which combined 
high entertainment value with ef- 
fective selling. City College was 
one of the few organizations t 
give sponsors or agencies a bou- 
quet for doing a good job on com- 
mercials. 

Dr. Robert A. Love, director 0! 

divi- 
sion of City College School of Bus- 
iness, explained the reasons 10! 
the move in a letter to statio: 
agencies, program producers a 
other past participants: 

“Since preparing the present - 
tions for the awards occasions 
additional expense for you, it 
our sincere belief that we ¢ 
best serve you now by being 1 
leaders in a movement to red 
the excessive number of anni 


f 


contests, thus helping you redt uk 

your outlay.” 

. 7? oT 

a 

Joins Basket Advertising ) O 
Louis J. Van Orden, who c 

tinues as president of United M: H 

ufacturers, has become gene 2! - 

sales manager of Basket Advert 5- Oas 

ing Inc., New York. A _ nev)) 

created agency, it will use bask + ind 

in supermarkets as media 

posters. lub 

Three Appoint Coggins 1€ 
Norbert F. Coggins & Associa es eac] 


Providence, R. I., has been :p 
pointed to handle the advertis né f 
of Allens Mfg. Co., manufactv re’ 
of shoe buckles; Kant Luse Fil’ 
fold Co.; and McKendall Lumbé 
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* BBD&O MEDIA HEAD GETS NEW ANGLE ON COMPANION 


J 


ions, 


| Fred Barrett hears how Club Programs mobilize women for action! 


o Juke Truax, COMPANION representative, has clubs are joining every day—using the today could produce such results in reader 
. sTeat story to tell and he is telling it (above) material to take positive action for improve- _ interest. 
’ one of the top men in the agency business. ment of their communities. 


Throughout the country more and more 
Mi - Here it is: in town and city, from coast to Only an editorial policy sighted carefully top-flight media buyers are keeping an eye 
art S- | ~Oast, 4359 women’s clubs have asked for at the major concerns of American women on the plus values the COMPANION Offers. 

sk : _ ind are using the COMPANION’S Packaged 


lub Programs. These programs, based on 


1€ COMPANION Public Service Features, 
on each over 415,000 larly. Mor Vi Va 
: | r women regularly e oN. 


a ee PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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Fancy Services 


Are Wasteful, 
Woolf Insists 


Selective Advertising 
Needed More Than Ever, 
AFA Group is Advised 


OKLAHOMA City—“The supreme 
importance of salesmanship in 
copy is being overshadowed by the 
bewildering array of fancy ser- 
vices that have attached them- 


selves to the advertising business,” 
James D. Woolf, copy consultant, 
charged last week before the AFA’s 
10th District meeting here. 

Mr. Woolf, Santa Fe, N. M., free 
lancer whose monthiy column, 
“Salesense in Advertising,” ap- 
pears regularly in ADVERTISING 
AGE, said that, for example, he 
believes in research but that, “in 
this present atomic age, in which 
the scientist is our No. 1 glamor 
boy, research has been dramatized 
beyond its true value.” 

“Today,” he continued, “the 
somewhat confused copy man is 
surrounded by bureaus, and pro- 
fessional societies, and checking 
services, and continuing studies, 
and special store audits, and trade 


DISPLAY CARDS | 


AND DISPLAY STUDIO 


17 WORTH WAGASH AVE 
cmcaco 


DEarborn 2°3137 


‘POSTERS - SIGNS 
“SALES PRESENTATIONS 
’ « SCREEN PROCESS PRINTING 


associations, and media _ studies, 
and consumer panels, and special 
government bureaus, and a lot 
of profound stuff from non-ad- 
vertising scientists. 


a “On every side there are special 
groups and bureaus and associa- 
tions, each of which is devoted to 
promoting the specialized interest 
of its members. But I have never 
heard of an association devoted 
solely to the subject of effective 
copy and how to produce it.” 

Pointing to a “gigantic wasteful- 
ness” in much of present-day ad- 
vertising, Mr. Woolf said he be- 
lieves in selective advertising, not 
indiscriminate advertising. During 
the past 15 years, he said, and 
particularly during and since the 
war, “we have seen a sharp trend 
away” from selective salesman- 
ship while advertisers “have been 
concerning themselves mightily 
with indiscriminate mass reader- 
ship.” 

“Not persuasion—not conviction 
—not the presentation of sales- 
making facts to logical prospects— 


Advertising Age, September 26, 1949 


but entertainment for everybody 
seems to be the primary objective,” 
he declared. 


a “When readership studies reveal 
that only 4% or 5% of a maga- 
zine’s circulation read most of a 
given advertisement, then the ad 
is obviously a failure. But when 
the ad has, say, a readership of 
70%, it is clear, isn’t it, that the ad 
is a whopping success? 

“Well, let’s see. Not always, but 
in most cases, we will find that the 
4% ad was selective, whereas the 
70% one was not. The ad secured 
its 70% readership not by portray- 
ing, sensibly and with dignity, 
a solution of a problem to a group 
of selected readers, but by resort- 
ing to entertainment devices.” 

One per cent, 3% or 5% read- 
ership ratings “give many ad- 
vertisers dyspepsia,” Mr. Woolf 
said, adding: “They forget that 
what counts are sales at reasonable 
cost. Then they embark on a read- 
ership spree and employ every 
cockeyed device under the heavens 
to flag the indiscriminate attention 


Foreign Service produces exceptional returns 
order copy because it goes to America’s most 
minded audience. Exclusively home-delivered, 


CA.B.C. 
“acquiring age” readers 
buying period. 


on mail 
buying- 
Foreign 


Service reaches more than one million readers monthly 


—most of whom are World War II veterans, 


who are now in their prime 


It takes a lot of buying to get homes and families 
started. Readers of Foreign Service are in the market for 
products of every description — food, clothing, home 
furnishings, appliances, etc. 


Excellent response to a wide variety of mail order copy 
proves that Foreign Service does a bang-up selling job. 
It literally “pulls its head off,” say many cost-conscious 
mail order advertising managers. 


REPRESENTATIVES: 


Dan B. Jesse, Jr., and Associates, 10 East 43rd St., New York 17, N. Y. 
William M. Price, 617 


Foreign Service 


(THE V.F.W. MAGAZINE) 


Pulls its head off 


on mail order copy! 


Foreign Service is read by men and women with intense 
reader interest. No other publication follows the dictates 


of subscriber-owners more closely—that’s why Foreign 


Service readers get the editorial pattern they want. And 


that’s why ads as well as editorial features find immediate 


acceptance in Foreign Service, 


That Foreign Service advertising pays has been proved 


by such smart space buyers as International Correspon 
dence Schools, National Bellas Hess, Zenith Radio Corp., 
Franklin Institute, Corcoran, Inc., Mutual Life Insur- 


ance Co., Warner Electric Co., 


Wallace Brown, Inc., 


Corona Watch Sales Co., Fyr-Fyter, and many others. 
Phone or write today for convincing factual proof that 
Foreign Service advertising can sell more goods for you! 


Founded in 1913 


MAGAZINE 


Broadway at 34th, Kansas City 2, Missouri 


Montgomery St., San Francisco, Calif. 


6 ) * 
THE V.F. W. 


MEMBER AUDIT BUREAU OF CIRCULATIONS 


@ Renick Averill, 427 West Fifth St., Los Angeles, Calif. 


e Raymond J. Ryan, 35 East Wacker Drive, Chicago 1, Il. 


of the reader.” 


@ If he were choosing an agency 
for himself, Mr. Woolf declared, 
he would insist first of all upon 
being told “all about the talents 
and experience and the record of 
achievement of the man or woman 
who was to be assigned to write 
my copy.” 

“I protest particularly against 
the nonsense that smutches the 
pages of our newspapers and mag- 
azines and smells up the air waves,” 
he said, “I simply cannot under- 
stand what seems to be a very 
common notion that advertising, at 
all costs, must be ‘clever’... Some 
business men, bemused with this 
conception of advertising, waste 
vast sums of money on this sort 
of nonsense. At this time, when 
every dollar counts, when the ad- 
vertiser badly needs quick sales 
from his advertising expenditures, 
he foolishly pins his hopes on a 
lot of silly jingles.” 


w National advertisers, he main- 
tains, should study their products 
in terms of each community in 
which they plan to advertise lo- 
cally. Not many agencies do that, 
he pointed out, because too much 
costly labor is involved. But, said 
Mr. Woolf, “I honestly think that 
more national advertising, when 
it appears in local media, ought 
to be localized when time and 
conditions permit.” 

He is not taking sides in any 
argument concerning local vs. na- 
tional media, Mr. Woolf said, be- 
cause both forms have their use- 
fulness. 

“I suspect that a great deal of 
advertising in national magazines 
could profitably be more selective 
than it is,” he said. “It is common 
practice to run one ad in any 
given month straight across the 
board. I know of at least one ad- 
vertiser who-is writing special 
selective ads for each magazine on 
his list. Each ad will be different 
and each will feature a keyed cou- 
pon offer. This procedure means 
a lot of extra labor for the agency, 
but it is my guess that the results 
will furnish interesting material 
for study and further exploration.” 


KNX Appoints Marshall 

Joseph K. Marshall has been 
appointed an account executive of 
KNX, Los Angeles. He has been 
with CBS as an account executive 
at KCBS, San Francisco, and 
served with KYA, San Francisco, 


‘in a similar capacity. 


aia. IN THE 
PANTAGRAPH 


aed Con You Reach 117,000 
People In Central Illinois 


BLOOMINGTON — 


$66,561,000 total annual 
spendable income. A 
per capita income of 
$1,918.00.* 


*Copr. 1949. Sales Management 
Survey of Buying Power; further 
reproduction not licensed. 


REPRESENTED NATIONALLY BY GILMAN. NICOLL & RUTHM) § 
PEE Sc Be Cp Ete SE ii IS ELEGANCE Es 


Sas. ae 3 ~ a te i + ene" Be Oe ee eee ea A 3 ia ea ae (OR SE net aoe “"b. "aes ie a SS eri ee ee ee at athe he eee ae oe, ae : 
ci ra = o ‘ 4 : : ies Se as we ‘ = : be e 4 be: I: : z eer : & a) et ie Ko ier 5 a Pee: ee ae ad + er. a : 
ae sf ee Tes a i us pli ety aa Yet one aged i. - "i iets spied eee ing Vie Rigg sow © 
ae Foe Pe " ee ity ree Re _ eg “ seg eatay, 3 ’ igi Te oe 5 de: and ee : So oA es pei oR ‘ F ete Ps te bie esi say ms fe yee ae He a %, 
Sa = aaa S bi rs i. tl pie sae, Be See meer Tete pees ee : ” ae aw : =, yen, ¢ ee eee, ge ki eet een £ ree i eee my : (eat 
a ¢ ee te deal 7 Fi ae RR sii eter a . oe oe we ica ie r: oe ue a ae m ; ees, Ken oa ie see geile pre ie i ed 4 aS, Saree eee 7 au ee Jeet ee ee : Bote Re portlet. / mo oe eae | ‘¥ Bes 2 ee 
oe ? , “ : ‘ 
36 Ce 
ae 

a 
| ee 
ty eS 
e . -, Seibemates! © 
: Showcard Wrage 

ees | ee, 
ey 

: nt | 
: 
) Py - 4 
x fee = 

7 . nm 
: ¥ E 4 © ee 
7 y / ee 

\ AS “Z ee 
3 a a 
-~ : 
: LAA 

a a4 | 
ee | 
_ ; > 
: of | 
: i iCidae \e 0, 
a . ’ ° | 
z ‘ ] 
‘> j $ } 
‘ “St 4 » i 

: . : | | 
i. ¥ 2 ' 7 q ail | 
by ix Ww f ae 

; ’ ~ f ows 

eG a } ~ we J rES ° | 
: . Ad LE rol 
3 y CS fey ? 
| Yi bi, i 
7% - — aa j iS, , | = 
a _ ) ~} af a _ 
ty & ~ : Als as >. 
ae — tens _ tt we | 
et ‘ INS 
Ee ae 3% 
q . <=> 
a PD 2 > 
Ea - ee 4 
‘ 2 
a - 
. | | 
‘ed 7 : 
$s ee | » Opt [ : 
i Mas = -. - o 
‘ ee . ees | Crarseg 
at ° js i ‘a 4 
: ee ZO AUP IY Bak) 
e sz! 0 N f 
; L\ 
it i ; 
_ ‘ 
: ee ee : 
: 
a 
bs 
" 
| Po 
Y \ 
(hs » 84 *) ® 
i Prt 2” 
: bay Bf f “ 
as 2 ~ ‘ S = 
a e+ = fy : 
i 4 [p_ SS ty TH 
. a7 pee. ry ; MOOMINGTON ILLINOIS” 
ee 
Oe ’ : . . Pint Fs ot Ses ‘ Mer ‘+ * pe eS Fy ey . ’ Adee vom . Pers ie t Bs My Pals helt a 1 ee, a : : 5 a ee | ie re peat -4 =a Pe *. 4K : 
a , BREESE ER PT DEMERS WS BRI NIE SURI EE EE SR RST EUS WONG SOS SEE Rie A al i Se aes CR ck 


are ae ee ol 


SHORT COPY sells cigarettes 


f 


) ESTERFELD 7 
 bngGety Ee 


eenear 
eeeeas 
eeenee 


“Chesterfield 24-sheet posters are effective reminders 24 hours a day that 
all roads lead to the MILDER cigarette. For this reason, Chesterfield has 
long recognized Outdoor as a valuable part of its overall advertising 


program.” 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


serving one-fifth 
of the nation’s 
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E. 
consumers... STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVENUE, NEW YORK 22, 


aa se 


JOHN DONNELLY & SONS + CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 
WALKER & COMPANY * WHITMIER & FERRIS CO., INC. * ROCHESTER POSTER ADVERTISING CO., 
A. ECKERT ADVERTISING CO. * UTAH POSTER SERVICE * BORK POSTER SERVICE 
NEW YORK 
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ritz Joins Factor Agency 


ed H. Factor Agency, 
sles, as vice-president. 


Jimmy Fritz, formerly president 
¢ Fritz-Carlson-Cash, has joined 
Los An- 


In the Magazine with 
All Male Readership ! 


SIXTH ST., MW. W., WASHINGTON 1, D. C 


Aiming Your Sales Message 7 
at Young Men? 


Lumbermen Schedule 
1949-1950 General 
Product Promotion 


SEATTLE—The West Coast Lum- 
bermen’s Association has launched 
a new general product promotion 
on Douglas fir, West Coast hem- 
lock, western red cedar and Sitka 
spruce, using general magazines, 
farm magazines and a long list of 
building and materials trade pub- 
lications. 

The 1949-50 campaign, which 
follows a successful drive to boost 
sales of lower grade woods, is 
scheduled to run in American 
Home, Better Homes & Gardens, 
Country Gentleman, Farm Journal, 
Good Housekeeping and Parents’ 
Magazine. 

Insertions in the series all are 
built around the slogan ‘“There’s 
a right way to do everything... be 
sure you are right when you 
build.” Iliustrations of humorous 
situations and a coupon offer of a 
free booklet on building also are 


carried in the ads. 

The association offers member 
retailers a cartoon series, mats, ra- 
dio spot announcements, tran- 
scriptions, posters, literature and a 
filmstrip, all prepared by Mac 
Wilkins, Cole & Weber. 


Elects Evans and Culbreth 


Herbert E. Evans, director of 
personnel, has been elected vice- 
president in charge of personnel, 
and Harry W. Culbreth, director of 
policyholder relations, has been 
named vice-president in charge 
of public relations of the Farm 
Bureau Insurance Companies, Co- 
lumbus, O. James R. Moore, who 
has been director of publicity and 
advertising, has been named as- 
sistant to the president. 


Molson’‘s Names Calvert 


H. R. Calvert, formerly with 
the British American Oil Co. Ltd. 
in western Canada, has been ap- 
pointed assistant sales supervisor 
for the Province of Ontario by 
Molson’s (Ontario) Ltd., a sub- 
sidiary of Molson’s Brewery Ltd., 
Montreal. 


€ 


/Raltavi ls 


Federal Reserve Figures on ee Store Sales 


WASHINGTON—Department store 
sales during the week ended Sept. 
10 continued strong. While U. S. 
dollar volume was 4% lower than 
that for the same week last year, 
the fall resurgence of buying 
pushed five districts ahead of last 
year’s sales. 

Most optimistic sign of the week 
is the gain in sales over last year 
by New England, which had lagged 
behind other areas during the sum- 
mer. West Coast cities also showed 
strength in sales, despite the fact 
that dollar volume is still lower 
than that for the corresponding 
period of 1948. 

Philadelphia reported a 7% dis- 
trict and city gain, and the Rich- 
mond, New York and Minneapolis 
districts all were up 1% in sales 
over last year. The figures on the 
latest Federal Reserve Board tally 


nag acceanan stadt alli ao! 


What Kind 


of Government 


Ahead? 


: 
; 
As it looks from here, either of two trends in gov- 
ernment may be in prospect for John Citizen, U S.A. 
He may see a tendency to return to Emerson's “the 
: less government we have, the better—the fewer laws, 


and the less confided power.” 


Or he may join in the 


current world trend to government which takes 


more and more care of the governed. 


and 26, at the Waldorf-Astoria, 


searchers—as well as to the Herald Tribune's regular 
700,000 audience. It will have heavy extra circulation 


in schools and colleges. 


* * * 


Have you something to say about your organization's 


place in the national economy? 


. your institution's 


beliefs regarding the relations of government and 


business? . . 
the American political system? 


Here will be the place to say it. 


. your company’s convictions concerning 


On October 24, 
: 
: 
: public, 
a 
oe ber 30... 
officials, Cabinet officers, 
s and community 
; 


the New York Herald Tribune Forum will report, dis- 
cuss and analyze “What Kind of Government Ahead?” 
It is a problem that challenges every thinking citizen. 

Both major parties, delegates representing the voting 
and world leaders will be called upon at this 
Forum to suggest how to transform the drift toward 
political apathy into political vitality. 


The proceedings, in full text, will be publisked in 
Octo- 


and the Section will be sent to Government 


the Herald Tribune Forum Section on Sunday, 


Congressmen, national, state 


leaders, educators, students and re- 


Address all inquiries to the Advertising Director, 230 W. 41st St., 


New York City 18 


New York Herald Tribune Forum Section 
—— Closing date: October 24 


DEPARTMENT STORE 


1935-39 EQUALS 100 


Week to Sept. 10, '49*p274 
Week to Sept. 11, °48*..285 
Week to Sept. 13, °47*...291 
Week to Sept. 3, °49*....295 
Week to Sept. 4, °48*.....308 
Week to Sept. 6, '47*....265 


= 


assume greater significance since 
the price level in many depart- 
ment store sections is down from 
1948. 

Greatest district losses on the 
year-to-year comparison were the 
13% decline in St. Louis and the 
12% drop in Atlanta—areas which 
had held up fairly well during 
the desultory summer months. 

The sales index for the week 
ended Sept. 10 is lower than that 
for corresponding weeks in 1946 
and 1947, but the difference pri- 
marily is due to the fact that Labor 
Day this year was celebrated a 


week later than in ’46 and ’47. 
% Change from 1948 
Week Ending 


pPreliminary. 
*Not adjusted seasonally. 


Federal Reserve Aug. Sept. Sept. 
District and City 27 3 10 
UNITED STATES —! —_ —! 
Boston District ... 24 a) 3 
New Haven 27 —13 1 
Boston 23 —7 5 
Springfield .... 16 —20 —4 
Providence ...... 37 —14 0 
New York District . 7 r—7 1 
Newark 8 r-—-10 2 
Buffalo ; 4 r-—3 —-1 
New York 6 6 2 
Rochester 11 —10 2 
Syracuse 11 —6 —4 
Philadelphia District 5 —) 7 
Philadelphia —35 --9 7 
Cleveland District .. 4 —) —10 
Akron . --9 5 —10 
Cincinnati . | —12 —10 
Cleveland 4 —7 --7 
Columbus . --7 —7 —10 
Toledo 6 —3 —10 
Pittsburgh ........ —6 —Ill1 -9 
Richmond District . a 0 1 
Washington . 4 5 6 
Baltimore —7 —6 --4 
Atlanta District 4 2 —I12 
Birmingham —7 —17 ° 
Miami * —27 —3 . 
Atlanta 8 4 —l11 
New Orleans 6 rll —17 
Nashville --3 r—3 6 
Chicago District 5 —I at 
Chicago 6 —] 0 
Indianapolis 8 2 8 
Detroit 2 —3 —5 
Milwaukee 1 0 6 
St. Louis District ad r—2 —I13 
Little Rock 4 3 —14 
Louisville 5 6 3 
St. Louis 4 —] -~15 
Memphis --9 —ll —12 
Minneapolis District x0 #1 #1 
Minneapolis 5 4 4 
St. Paul ° ° ° 
Duluth-Superior 1 1 —13 
Kansas City District —x 2 4 
Denver —14 5 —10 
Wichita ; —9 --8 1 
Kansas City —6 4 —8 
St. Joseph —3 4 —6 
Oklahoma City 1 —1 7 
Tulsa —11 0 -8 
Dallas District —10 —§ —10 
BEEIND cocvcesenses —9 —8 —14 
Fort Worth 6 —-7 —5 
Houston a —10 —16 —7 
San Antonio * 14 15 —12 
San Francisco District —I2 —3 —5 
Los Angeles Area —15 —7 —12 
Oakland ; 3 —7 3 —5 
San Francisco —6 6 16 
Portland —10 —11 —8 
Salt Lake City eat —9 7 —9 
Seattle , —14 —14 —6 
rRevised. 


*Data not available. 
#Figure based on reduced sample owing 
to work stoppages in certain stores. 


Two Name Gardner Agency 
Weelit Cosmetic Co. of Holly- 
wood, and Healthways, 
turer of sporting goods equipment. 
have named H. M. Gardner & A: 
sociates, Los Angeles, to handiec 
their advertising. Weelit will use 
magazines, and Healthways, trade 
advertising and direct mail. 


manufac- 


Names McLain-Dorville 

McLain-Dorville, Philadelphia, 
has been named local agency for 
General Electric Appliances Inc., 
effective Oct. 1. Newspaper, tele- 
vision, radio and outdoor adver- 
tising will be used. 


Ross Roy Names O'Neill 

Ronald S. O’Neill, account exec- 
utive, has been named vice-pres- 
ident of Ross Roy Inc., Detroit. 
He has been with the agency since 
1938. 
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Ranking of Total Investment 
National Medium by Advertisers 
Advertising Media (Jan.-June, 1949) 
5¢ LIFE $40,059,716 
2nd Columbia Broadcasting 33,605,205 
3rd National Broadcasting 33,489,085 
4th Saturday Evening Post 31,399,968 
5th American Broadcasting 23,465,161 
gth ‘Time 12,695,061 
7th Ladies’ Home Journal 11,776,088 
8th Mutual Broadcasting 10,279,274 
Qth Better Homes & Gardens 9,432,845 
10¢ American Weekly | 9,058,582 
The next ten national media rank as follows... 11th: Collier's, $8,821,084— 12th: This Week, 
$8,093,763— 13th: Good Housekeeping, $7,740,528 — 14th: Look, $7,213,587 — 15th: McCall’s, 
$5,791,195— 16th: Woman’s Home Companion, $5,673,975— 17th: Newsweek, $5,207,262 — 
18th: Country Gentleman, $4,962,476—19th: Farm Journal, $4,417,340—20th: American 
Home, $3,752,029. 
Source— Publishers’ Information Bureau (gross figures), 
Radio figures are for network time only. 


FIRST IN MAGAZINE CIRCULATION 
FIRST IN READERS 
FIRST IN ADVERTISING REVENUE 
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4 A’s Unit Makes 
Suggestions on TV 
Contract Terms 


New YorK—Uniformity of can- 
celation privileges, rate protection 
beginning with the effective date 
of a new card, and clarification of 
station-network license situations 
are among the recommendations 
made by the American Associa- 
tion of Advertising Agencies’ ra- 
dio-television committee following 
a study of the TV contract situa- 
tion. 

Not only are cancelation pro- 
visions divergent, but, in some 
cases, they do not appear in the 
printed contract form, it is pointed 
out. And, even if included in the 
forms, they are frequently open to 
negotiation, particularly if sports 
events or package programs are 
involved. 

The committee suggested that 
agencies obtain, wherever possible, 
a one-way cancelation privilege. 

As to rate protection: The com- 
mittee noted the “tendency on the 
part of some stations to grant pro- 
tection only from the date of an- 
nouncement of a new rate card, 
even though the effective date may 
be much later.”’ Agencies are ad- 
vised to seek protection beginning 
with the effective date of the re- 
vised rates. 


Le Other recommendations to agen- 
cies: 

Stations and networks should be 
urged to clarify their license sit- 
uations and provide lists of specific 
licenses they hold. 

Be sure there is suitable studio 
space for rehearsals and program- 
ming with a studio audience, if 
required, available before “finaliz- 
ing” a contract. 

Insist on itemized inclusion of 
all charges in addition to time 
costs in contracts, which should 
specify who is to furnish the talent 
for live commercials and which 
charges are net and which gross. 

Network contracts should be 
checked carefully for the latest in- 
formation on stations available 
cable facilities and kinescope pro- 
visions. 

; Special caution is urged in clear- 
ing music rights, with various li- 
censes required for performance 


DAY ona % 


every day ot ‘5 


Jaquire About Our Interesting Cochtai! Hour Polycy ' 


$220 N. SHERIDAN RD. 
Lingbeooh 14-2753 


Privete Dining Rooms for Parties. eget 


ALL YOU CAN EAT—Featuring all 
the roast beef or fried chicken you can 
eat, Irv. Benjamin’s restaurant at 5220 
N. Sheridan Road, Chicago, reports in- 
creases of from 18 to 22% over the 
same time last year, despite the fact 
that ‘‘the restaurant business has 
slumped over the last year. We feel that 


rights, mechanica 1 reproduction 


rights, synchronization rights and 
dramatic use. 

The 18-man committee will re- 
vise the list from time to time to 
meet new conditions. 


Appoints Maxfield Agency 


Joseph Maxfield Co., Providence, 
R. I., has been appointed to handle 
the advertising of Nurse Outfit- 
ters Inc., Boston, manufacturer of 
nurses’ uniforms. Trade publica- 
tions and direct mail will be used. 


Joins Penthouse Studios 

Joseph S. Armellino, formerly 
with Murray Breese Associates, 
has become associate art director 
of the medical and pharmaceutical 
divisions of Penthouse Studios, 
New York. 


Names Kameny Associates 

Laundry Packaging Corp., New 
York, has named Seymour Kam- 
eny Associates to promote its pack- 
aging service for the laundry and 
dry cleaning industries in business 
papers and direct mail. 


Advertising Age, September 26, 1949 


Fritz Adds Duties 

J. D. Fritz, advertising manager 
of the News-Herald, Morganton, 
N. C., weekly, has been named as- 
sistant publisher of the newspa- 
per and will retain his duties as 
advertising manager. 


Geissinger Boosts Grove 

Cc. M. Grove, art director, has 
been named vice-president in 
charge of art and production and 
a member of the board of direc- 
tors of W. B. Geissinger & Co., 
Los Angeles. 


NBC Adds Affiliates 

WSAZ-TV, Huntington, W. Va., 
which will begin commercial op- 
erations on Nov. 15, and WJAC- 
TV, Johnstown, Pa., which started 
Sept. 15, have become affiliates of 
National Broadcasting Co.’s tele- 
vision network. 


Love Joins Tucker Wayne 

James S. Love, formerly with 
Leo Burnett Co., Chicago, has 
joined Tucker Wayne & Co., At- 
lanta agency, as an account exec- 
utive. 


it’s the extra effort that 


TOUCHDOWN! 


for the money the Chicago Tribune 


tising media in the city."’ As a ten-year 
veteran advertiser in the North Side 
section of the Sunday Tribune, Ben- 
jamin’s became one of the first to use 
zoned copy in the Thursday issue when 


the plan to one daily issue per week. 
(Adv.) 


Metro Zone sections are the best adver- | 


the Tribune early this year extended 


extra effort that brings results. 


move merchandise—IN AN EXTRA BIG way! 


In Business today, as well as in football, it’s the 


Competition in selling is keener, the pace is 
faster, but the orders are there for the salesman 
who makes an extra effort to get them. 

Advertising, too, needs extra effort behind it 
to make it produce effectively. It needs the extra 
big circulation, extra big readership, extra big 
sales power of THIS WEEK —The National 


Sunday Magazine—a power that can really 
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Fawcett Starts Suit 
Va.. Over ‘Confessions’ Name 
op- Fawcett Publications has filed 
\C- suit in U. S. district court, New 
‘ted York, charging infringement on its 
; of trademark, True Confessions, 
2le- against St. John Publishing Co. 
and American News Co., both in 
New York. 

Fawcett seeks an injunction re- 
rith straining the defendants from con- 
has tinuing to publish magazines called 
At- Pictorial Confessions and Holly- 
ec- wood Confessions and asks an ac- 


counting of profits. 


Advertising Age, September 26, 1949 


Thompson Names Arnold 
Thompson Mfg. Co., Los An- 
geles, maker of irrigation equip- 
ment for homes, parks, golf courses, 
cemeteries and farms, has placed 
its advertising with Rupert Arnold 
Advertising Agency, Los Angeles. 


WNAF Changes to WDEM 

Station WNAF, Providence, op- 
erated by Narrangansett Bay 
Broadcasting Co., became WDEM 
and switched to 1290 on the dial, 
effective Sept. 13. Louis Pieri is 
president of the station. 


August Newsprint 
Consumption Told 


New YorK—Daily newspapers 
reporting to the American News- 
paper Publishers Association con- 
sumed 318,046 tons of newsprint 
in August, 1949, compared with 
314,045 tons in August, 1948, and 
281,102 tons in August, 1947, ac- 
cording to a report from ANPA. 

Percentage-wise, August, 1949, 
was 1.3% ahead of August, 1948, 


and 13.1% over August, 1947. 

Total estimated newsprint con- 
sumption in the U. S. for August 
was 402,590 tons, including all 
kinds of newsprint. Total con- 
sumption is tabbed at 3,481,742 
tons for the first eight months of 
1949. For this period, reporting 
newspapers used 2,750,576 tons, up 
7.3% over the first eight months 
of 1948 and 21.4% over the same 
period in 1947. 

Stocks of newsprint on hand 
and in transit at the end of August 


counts 


es sivenesel 
9. | Million Fam ilies Get 


22.5 Mill ion People. 


ss 


Read II 


In addition to the 26 newspapers now car- 
rying THIS WEEK Magazine, The Times- 
Picayune New Orleans States will begin car- 


rying THIS WEEK on January 15, 1950. 


Every one of those million and more residents of 
the United States wrote to XERF to BUY SOME- 
THING. Yes, that is the total number of Actual 
C.0.D. and cash ORDERS received at Del Rio, 
Texas, by advertisers over XERF whose mail went 
to the station. 
thousands upon thousands of orders that went 
direct to the advertiser. 
definite proof of selling power deserves a promi- 
nent place on any advertiser's schedule. 


ADVERTISING AGENCY 


JONES BUILDING - DEL RIO, TEXAS 
DWIGHT ADVERTISING AGENCY 


39 


rose to 52 days’ supply for the 
average of all dailies reporting to 
ANPA. 


Fred Fadell Goes on Own 


Fred Fadell, who has dissolved 
a partnership in Fadell Co. with 
his brother, Michael, (AA, Sept. 
19) has organized his own com- 
pany, Fred Fadell & Associates, 615 
Minnesota Federal Bldg., which 
will handle publicity and public 
relations until Jan. 1, 1950, when 
it may solicit advertising accounts 
according to mutual agreement 
with Michael Fadell. Michael will 
continue to operate the Fadell 
Co. according to terms of the out- 
of-court settlement of the broth- 
ers’ differences. 


Bolin Gets Promotion 


Roger H. Bolin, formerly adver- 
tising manager of Westinghouse 
Electric’s appliance division, Mans- 
field, O., has been appointed as- i 
sistant to J. M. McKibbin, vice- c 
president and general manager in 
charge of consumer products. J. R. 
Clemens, formerly assistant man- 
ager of appliance advertising, suc- 
ceeds Mr. Bolin. 


WW 


AY 
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A 
YW 
DID MORE THAN 


ONE MILLION 
AMERICANS 


Write to this 


MEXICAN 


Radio Station 


The Answer is something 
every well informed Time 
Buyer and Advertiser should know 
2 


It does NOT include additional 


A station that has such 


Write today for rate card and 
booklet that tells the story of 


THE POWERFUL MEXICAN STATION 
THAT BLANKETS THE U.S.A. 


XERF 


Licensed to Operate on 


150,000 
WATTS 


CLEAR CHANNEL 


Transmitter at Villa Acuna, Mexico 
MAIL ADDRESS, DEL RIO, TEXAS 


United States Representatives 
INTER-AMERICAN 


National Sales Representatives 


John E. Hopkinson 


1665 NORTH MILWAUKEE AVE. 
CHICAGO 47, ILLINOIS 
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THESE THREE GREAT 
MEN’S MAGAZINES 


MORE and more automotive advertisers 
are finding that Sports Afield’s famous 
Spend-o-crat’ market represents the most 
responsive audience of men available today... 


*A sportsman with an appreciation of the finer things of life—and the leisure 
and means to enjoy them. For instance, a recent survey shows that Spend-o- 
crats not only own more automobiles but actually drive them farther than 
non-sportsmen. That is why these automotive advertisers use SPORTS AFIELD. 


A.C. Spark Plug Exide Battery National Carbon Co. 
The Casite Corp. Hastings Mfg. Co. Pontiac 

Champion Spark Plug Indian Motocycle Prest-o-lite Battery 
Chrysler Kaiser-Frazer Quaker State Oil 
Crosley Motors Nash Motors Willys-Overland 
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Dailies Differ on 
|Frequency-Bulk 
Rate Problem 


(Continued from Page 1) 

The question of whether to in- 
stitute bulk or frequency discounts, 
one anonymous advertising direc- 
tor replied, “has been discussed 
from time to time but no definite 
conclusions have been reached.” 

“Not for us at present,” another 
said. A third replied, “We do not 
contemplate putting in either a 
bulk or frequency discount rate,” 
adding that he wants to “see how 
the Oregonian gets along with the 
new schedule.” 


gs On the other hand, those who 
point out they now offer bulk or 
frequency discounts plan no 
changes, either. 

Roland Ladreyt, manager, gen- 
eral advertising, New Orleans 
Times-Picayune and States, said 
his papers have had volume dis- 
counts since 1940 “and believe 
they have a tendency to increase 
size of schedules.” 

T. J. Cochrane, advertising man- 
ager, New York Daily News, said 
the News has given both bulk and 
frequency discounts to general ad- 
Sue vertisers ever since the paper 
mm started in 1919. 

“We believe,” he said, “that both 
bulk and frequency discounts in 
general advertising are desirable. 
This type of rate structure cer- 
tainly should encourage the na- 
tional advertiser to more properly 
use newspapers, and tends to give 
the national advertiser running on 
a continuity basis an advantage 
over the in and out advertiser.” 


a A more detailed defense of such 
discounts was received from the 
New York Herald Tribune’s adver- 
tising director, Alfred Stanford, 
erstwhile director of the Bureau of 
Advertising, American Newspaper 
Publishers Association. 


Observing that “this type of 


(Advertisement) 


Named by Western Union 


Ray Hoover has been appointed di- 
rector of maintenance of Western 
Union Telegraph Co. Mr. Hoover will 
be in charge of all maintenance, es- 
pecially of the company’s new nation- 
wide high-speed switching system 
which eliminates manual retransmis- 
sion of messages. Mr. Hoover played 
a leading role in the installation and 
testing of the new system. 

“I read The Wall Street Journal be- 
cause it keeps me up to date on busi- 
ness news generally. I particularly 
like The ‘Journal round-up stories on 


specific industries,” says Mr. Hoover. 

233,123 men in all phases of business | 
and industry find The Wall Street | 
Journal's coverage of today’s business | 
picture and tomorrow's business out- 


look most helpful in making decisions 
in their jobs. Advertising and sales | 
executives find they get more for their 
advertising dollars by directing their 
advertising to the decision-makers 
who are regular Journal readers. If | 
you sell to business or industry, sell | 
direct in the Only National Business | 
Daily. 


rate card” has been in effect at 
the Herald Tribune “as long as 
some of our executives can re- 
member,” Mr. Stanford said: 

“It seems to me essential that 
newspapers go as far as they can 
in their pricing strategy to offer 
every incentive to the national ad- 
vertiser for adequate use of the 
newspaper medium. Both newspa- 
pers and advertisers suffer from 3- 
5,000 line schedules more than 
from any other single problem. 
Newspaper advertising has to be 
used adequately, with force and 
with continuity to reach its most 
productive level. We are willing 
to help an advertiser achieve this 
end with every cooperation we can 
think of, including the incentive 
rate card. 

“I have not felt that national 


advertisers have recognized this 
advantage, which a few newspapers 
have offered them, sufficiently to 
have made it worth while for the 
newspapers concerned. I believe it 
is very much to their interest to so 
encourage all newspapers offering 
this type of rate card.” 


s Another newspaper adman, ask- 
ing anonymity, reported that his 
paper has bulk rates and added: 

“While we do not give frequency 
discounts, and such discounts have 
never been part of our rate struc- 
ture, I am studying this question 
at the present time and it may be 
that I shall want to make some 
recommendations along that line 
to our management in the near 
future.” 

The Tulsa Tribune and World 
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many years ago gave bulk dis- 
counts to general advertisers, ac- 
cording to Matt Elder, national ad- 
vertising manager of the papers, 


but for three decades they have)! 


given no discount except 2% for 
cash. 

“We are not planning to adopt 
a policy of discounts on general 
advertising since we do not feel 
that they have a tendency to in- 
crease either the size of national 
schedules nor the frequency of in- 
sertion,”’ Mr. Elder declares. 


@ Earl H. Maloney, advertising di- 
rector, Peoria Journal Star, gives 
somewhat different reasons for the 
fact that his paper “does not con- 
template either bulk or frequency 
discounts applicable to general ad- 
vertising.” 


“Our own opinion,” says Mr. 
Maloney, “is that bulk and fre- 
quency discounts are difficult to 
set up on an equitable basis to 
apply to all types and classifica- 
tions of national advertising. We 
believe that an open rate with 
contract rates for volume is the 
best plan.” 

He points out that the Peoria 
paper combines “the frequency 
and volume provision for earning 
contract rates, that is, our mini- 
mum rate can be earned by using 
5,000 lines within one year or by 
using 100 lines minimum each 
week for 26 weeks.” 


e Hal F. Lindley, advertising 
manager, Los Angeles Daily News, 
wrote: 

“The Daily News ‘has never ex- 


Ov 


t lgave 


F vais business paper 


RANTED A BIG ENOUGH schedule in 
G consumer media, any good agency 
will cheerfully assign their highest 
priced help to work on the account. 

But when it comes to throwing their 
full weight into a business paper cam- 
paign, the agency runs smack into 
some very tough arithmetic. 


For the cost of business paper space 


is sO modest, compared to general § 


media, that no agency can afford (0 
pour, say, $300 worth of top-gra:de 
creative effort into an advertisement 
that pays less than that in commissior s. 

So the agency can do one of three 
things: 

First, they can employ their best t.l- 
ent on the campaign — and try to ie 
cover their loss from another sour: e. 
_ Second, they can grade down tie 
quality of their services, turn the ca 0- 
paign over to their junior brigade, a id 
hope it will be good enough to get '1¢ 
client’s okay. 

Third, they can give the campa gn 
the full treatment — the best they hi: ve 
in art, copy, merchandising and ‘c- 
search — and make up the differe:.c¢ 
between their commissions and tl elf 
cost by charging the client a fee. 

Some of the most successful adv er- 
tisers we know believe there is cn!) 
one of these alternatives that maxes 
any sense whatever. And we ag ¢e. 
Without grinding the axe for wr 
agency friends, it seems to us that he 
full treatment — including a fee wh:t- 
ever necessary — is the only attack tial 
is likely to serve the best interests o! 
the advertiser who pays the bill. 
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tended bulk or frequency discounts 
to [general] advertisers... with 
the exception of the fact that we 
do give...a discount from the 
open rate on a national advertising 
contract placed for 2,500 lines of 
advertising within a 12 month pe- 
riod. 

“At the present time we do not 
contemplate any changes in our 
rate structure for general adver- 
tising. However, we believe that 
if the bulk and frequency discounts 
were adopted generally by metro- 
politan newspapers, it is quite pos- 
sible that smaller national ac- 
counts would be in a position to 
increase the size or frequency of 
their copy. We don’t believe that 
the discount incentive would be 
a major influence with the larger 
national accounts. 


eS EE —T- <> = Se LS SE 


“In any event, we don’t feel that | papers were to institute such dis- 
metropolitan newspaper publishers | counts, it would naturally increase 
generally, under the present high! linage in this classification.” 
costs of operation (including both “In other words,” he said, “we 
newsprint and labor), would be in| would receive the same revenue, 
a position to take any step such| but on more frequency or linage.” 
as the adoption of advertising dis- The Houston Post, in its 65 years, 
counts which would have a tend-|has never had a “frequency or 
ency to reduce advertising rate’ space” rate for national adver- 
averages appreciably. tisers, except for color comics, 

“It would appear certain that if; Ralph W. Runnels, director of ad- 
and when operating costs can be vertising, told AA. He said that 
adjusted downward, only  then/the matter has been discussed from 
could metropolitan publishers offer| time to time but the paper has 
additional discounts in an effort) no plans to start such a rate struc- 
to increase linage volume.” ture. Continuing, Mr. Runnels ob- 
served: 

# Another newspaper advertising 
director said he “personally never|s “During past years some news- 
felt that such discounts increase| papers have embarked on the plan 
revenue from national schedules,|of frequency and space discounts, 
although I presume that if all news-| while others that have had such a 


plan in effect have discontinued 
it for their single rate covering 
the over-all national advertising 
space. 

“It has been a matter of con- 
jecture whether a discount bracket 
in national would bring in more 
advertising dollars to a newspaper. 
Personally, I feel that a national 
campaign has a specific job to do 
and the appropriation is made to 
fit the job. More space would be 
used in some cases if the campaign 
came within the discount bracket 
but I doubt if the advertising dol- 
lar volume would be increased to 
buy additional space just because a 
discount was available. 

“Today, with newspapers facing 
the greatest percentage cost in 
their history in newsprint and 
composing room, they are reluc- 


it te ‘umior / 


advertising is far too important for anything 


less than the full treatment 


tant to install any plan that will 
advance these costs without being 
pretty sure that it will be offset 
with a comparable advance in dol- 
lar volume.” 


2 A reply from another news- 
paper adman requesting that his 
name be withheld said: 

“IT happen to be one who believes 
a newspaper is successful, not be- 
cause of a particular type of rate 
structure, but because it is a prod- 
uct of merit.” 

Saying that his paper does not 
plan to start bulk or frequency 
rates, he commented: 

“General advertiserg,s with na- 
tional distribution though their 
agencies, set up a fixed schedule 
for newspapers. They will not 
change that schedule because a 
newspaper here or there may op- 
erate on bulk or frequency dis- 
counts. They may place several 
types of schedules to fit certain 
markets or certain large circula- 
tion—an ‘A’ schedule for some 

(Continued on Page 46) 


° 
> in After all, it is the advertiser who And certainly no other type of adver- point of the highly selective and prof- : 
ney | stands to gain most when he authorizes tising demands quite the same mixture itable selling jobs it can do. Pick your : 
rest | his agency to give a business paper of technical comprehension, marketing markets and your publications as care- ¢ 
unt. | Campaign “the works.” For example — knowledge and painstaking creative fully as you’d plan a consumer cam- St ¥ 
heir Compare the sales potential of busi- skill. paign, and then ‘shoot the works” with Paiee 
ami- | Ness paper space with that of any other If you’re wondering why ABP is so the best creative resources at your He 4 
into | type of media. Although business pa- concerned about all this, the answer command. The results should make i " 
pers account for no more than five is simple: we'd like to see more and both you and your agency look mighty 
percent of the total advertising expen- more advertisers make more and more good in the eyes of management! 
diture in this country, they tap about effective use of business papers in gen- 
fifty percent of the market for our eral, and, naturally, of our favorite 
gross national product! publications in particular. To this end 
Or, to put it another way, every we will stick our necks out right here 
dollar that the advertiser invests in with two suggestions: 
usiness paper space taps $543 of po- 1. If you are an agency executive 
‘ential business. Every dollar invested whose clients belong in business pa- 
n general magazines, newspapers and pers, have the courage to ask for a 
idio, on the other hand, collectively reasonable fee if you need it to do an 
ace if (PS Only $48 of potential business. all-out job. Kits: Pats. Pend. 
eral That means that your advertising in 2. If you are an advertising man- ae a 
| i BJ Ousiness papers goes to market with — ager who believes in your agency, give These useful Kits — con- 
ade “9 eleven-to-one advantage over any- ‘em what they need to do the job. For- COPYWRITERS, AGENCY -—n. eee If taining convenient tools 
ent a - ha the — -4-lbcmed hy hago pe low cost - the ee, eat Minny ol - Bann oa for making repairs around 
Dns. coed. Dosen: Tis One ‘acvantage §=—« and the Wau! porcemiags Loranues for tion, they are available in quantity. Write: the home, office, farm and 
ree | lone make it far too important for preparation costs. Look at your busi- The Associated Business Publications, bil 1 
anything less than an all-out effort? _ ness paper advertising from the stand- 205 East 42nd Street, New York 17, N. Y. automo . 7 as we ae 
modeL building and hobby 
‘ * crafting — are constant re- 
ree. minders of your products 
tie and services... and your 
a n- prospects, customers and 
aid THE ASSOCIATED BUSINESS PUBLICATIONS workers will keep’ them 


205 East 42nd Street, New York 17, N.Y. 


onsider also the peculiar require- 
its of good business paper cam- 
‘ning. 

Vhen you're reaching out for the 


WHO BELONGS TO ABP? 
It is an association of 
independently owned, 
paid-circulation business 
papers, audited by the 
Audit Bureau of Circu- 
lations. The ABC guar- 
antees to the advertiser 


ABP is equally devoted 
to the interests of sub- 
scribers, advertisers and 
their advertising agen- 
cies, who are, in a very 
real sense, members of 
the family. 


HOW ADVERTISERS BENEFIT 
It is frequently said that 
ABP has done much to 
raise both the standards 
and the effectiveness of 
business paper advertis- 
ing, through wide distri- 
bution of such books as 


always available. Tools are 
of high-grade alloy steel 
... handles are of durable, 
bright red plastic. All 
tools are housed in hollow 
handles — and kits are in- 
dividually packed. Han- 
dles can be imprinted . . . 


i egg ae ae that the publisher will HOW READERS BENEFIT ° ah 
aly ds of key men in business, industry, deliver a poecified num- First plank in ABP’s Tell — neon + sen with your name or trade 
le and the professions, you are ex- ber of issues, for a spe- platform is to help its Road” an opy ) 

Kes P oe : cific len, of time, for member editors main- Clicks,” through the an- mark ... at nominal cost. 

e ing your sales message to an audi- a specified amount of tain the highest stand- nual ABP advertising ge eas ; 

sant > of rts. I ther t f money. ards of editorialintegrity contest, and through nu- Write for descriptive liter- 

yur Se Pee. Se OP Cet WEP S and reader helpfulness. merous research activi- ; een POE 168: 
dia is your advertising apt to be WHO BENEFITS FROM ABP? It is this kind of edito- ti ich, ane umnested ature, states your requuire- 

he The member publica- rial approach that is the “€S Wh! ~~ “nts. also wordir f 

. tions themselves, of very foundation of busi- Wholly or in part by ments, also yrding oO 


d so thoughtfully — or so critically. 


’B will be glad to send you a copy of the 
irketing report from which these figures 
e derived. 


course. But in addition, 


ness paper publishing. 


ABP members. 


imprints. Quotations will 
be sent promptly. 


Over 46 Years in Business 


STANDARD PRESSED STEEL CO. 
JEMMINTOWN, PA. Box GT) 


; b y a” " ¥ = i : : ie ak ma : ’ ; Soe 4h nk at Pie Sal aos i. Sue mh ‘as 6 " a ee 
E -— J i yin) x =a i 5 na aR " i va F a5 ¢ ae 
Ga 3 ie ns ‘ ’ iin. : 
- es, ee 
eG 
eC 43 i: 
ok 
| ee 
ee te: 
j - i 
' 
o isin, Re: 
; 
| a Pore iy ft a 
: pee 
ei 
cS 5 
or." ey i sy 
eee ae 
| = . 
4 r 
; 
; co 
mae 
| = 
) a 
=, ay 
eee 
" ant i 
3 
a 
j 
ae etal “ ~ 
Re eee Ue 
, ; a Bi oe paar 
V_—_—_—_——— ——— ee » OE 8 
Bm abi: 
Te ae 
ean Attia 
en eee 
‘ =< Se ee — as 
3 _ ‘Ew 
7 ; if r : Les ae 
| ‘ oe aes 
; on se foe Jeet 
2 s A ty a ry i 
ee : 
i ’ 
eee a 
paso ‘. ; 
2 re, 
{al i bc 
eed 
| coe bee eae ioe 
& ; 
! a 
: 
7 
a 
i 
us ce ny 
i Pas, 
asi Pitas say 
ea eee 
: Be eh a 
aig ae 
Peps ue Sita, 
eed 
— 
= 
| ai 
fa 
a 
4 ae 
ae 
eer 
fai ae 
Toe 
eh a 
, ake 
ie 
—_ 
he 5 
ae 
say 
‘e7aR 
rae 
yi: a 
ica ee 
ee eet Gein, 
. is ruben be 
eons nf oer 
Sager es 
Pitas ae 
ia ee es 
Se ee 
bret se ar ee 
RK Ts KUL - 
ooo 73° = an 
\W, i nas Pairs. 
: tee as Fa Re) 
. a ee _ ie 
| gn 8 > 3 ae : 
ve —— ao 
oe oe 
e ‘eae _ 
ce he aN, 
ieee 
el : ead 
} ed 
Sa 
Li by 
fe 
ae 
ae 
7 
esa: 
Saree a 
re ae 
ae ff es 
hat ee 
¢ facie 
ol Brera 
: 2 he 
i Bakes 
Ac. oa 
pe ia] he i oo 
ta eT Ki 
pie st i hei nae at By Ss ae fee ore ey eae aes it i me ee Pa 3s re CW Aiea tiara Ae ei digen Laiy tes can keer «ape a NA a ieee Sea Seat We ied hg ig Be oe re eas : pee: te Ie” Gite ah Cate Tee ee ye eer sy oe a oe gS ents Pree? ome . . x “isin “3 a yi ie se 
ae al, See sits * ja Rae TI ~eO re Re ES et i ag oe, aN Tee STS ae AEE, Oe ep BN in le > op fe ms af ae + sg at a ie ete Bie Le pit St ees TRO Me BR EN oe kata, aoe a EP Seth A PSN ear eo ieee Seen h He Nr sa <a ¢ Md Sfp ete eS 


.. elt aie) a Rae 
it 8 oe eo Se , a ee ne Pa 
Fe ee ile a Ae ae ee eee ii see ae a as f SS oi <a: ee: is an 
‘. iia si : : ST yee: os : ts RS ellis. le eS, ae 2 eee 2 ee oe 
UES Ty BBB ced tn Pent te = gk poe 7 * ne 3 rg Sai eet adee in tata: is eee eS ee a a 2 ‘epg peice Weal” gia Ee ae ics (oP ee ee 
cient maees venga: pe 8 é ; 5 i ; Sigh oa i 5, ie Ge er em ae ae ie ba jaar Pallhds : he er oe ee cae is ir MZ, oe hee ES ee roar oy paler 
fe : : oe ae ~ - ee ws i ie oe ye eee é “ee eee ee pac - 5 “ fe age ae - ear se i <& ¢ % F 
clini ei. Sica ee ae Pe ore. Bei i ee ai : oo i ae F ¥ > 
. ee 
My OM : 4 ; “ : es vee we ‘ ; 
> “¥ Me w - " 4 4 . ws . ite 4 * 
fost BPE 7 ae m “ia 
5 ee ; a? bas _— 
ee * : le te os 
on =a i a 
‘“e tal 4 i ( - ‘* 
a ; a , 
& A « - ne apy BO hy io Fe See ig th gt. mae sagt id 
«! % ¢ KS ha ee A ON PR z J 
# am IS = “a 
ORE a “e 3 mo es a é . 
/ at. ha 3, “ , 
* ™/ ee 4 . 
oe — = ; : 
Pa i‘ & Pe ——_ : 
a a Cae. / 
™ *: ' 
. TF aa aaa , il 
a” yn ™ er me rs: > 
a a << > 
i — ee — 
A) “ ies ae — * 
1 e 2 Pet ie - 
=a e i. ae, oar i, : = > he 
ie aan a Sis ee od * of : 
oe  — an aes 
ss am . fase) ¥ it 
eee ae 
Pi Re a ts a 
ae i vie iad Pe 
‘3 a aoe er 
4 . ae 
3 es a fee 
Bs ae “i. Cie 7 
Ys een > a 4 | 
" : ; - 
a ss 4 bie F 
‘ , | Me ry “ 
eo ¥£ # i a 3 ’ 
\ + 7 ee : , ae A 
wt 72° BF ii 4A 
4 i - 4 a] : ‘i be % ‘ 
t ‘ it i 
x 7 ‘ 
4; ; _ } ieee oS 
a x Bi es 
ae ind es ify he | 
; if. A Pa jag sd : P 
veo : : Pig) : ' 
- - “" d f of. Er , | , 
4 a : 
‘ 7 rf - . At he ’ i 
. ’ i es “3 oa oe | 
“a f : s = i 
ef: a ; he i ; 
; ot. a : . oan 
# a. ; ‘ : / 
¢ . % 2 4 * : i 
a = wah 
7 "4 . ae ae ; 
: te ok aa rs ; g 
% i : Ms 4 % ae) 
(fo a a | 
ree - aie 7 Z a 
‘iit ee : “sh a 
oiled ‘ , se ; * 
- ; a ue : “ 
he =. a : %, bo 
2 a. 
: ' * ae 
: > om et 
; ty aie 
ae 
aa , ee r 
~ P a ae; - 
a ia : Bac 
‘ 4 a ee 
a % ae 
, — ¥ - “a . 
- io a? 
a oot ‘ 
it F; <a 4 ae 
=. x aie 
- fie ae . “tf 
4 2 a} fhe mee ? ' 
F ‘ i eed « F 
E ” i ga Ge? oa re ‘ ” 
ad P | ee ae ies weg: bs ie. ae . . , 
e Mees, tp i ie Sat i ne ; be w 
* es F a rig he Lu aa q 
‘ Pee - Ds we ae 3 Be ae ge nee ; “eee oe - 
a ” aS ae oe oS by os fee sO: ae ‘ee 
- ae a a ee 
ois od Oo a ane f 3: " in an ba " S a 
iy a # ; sae Lae fe me 4 ug ce 4 ‘* “ " ae 
4 "a ‘ EE ae ar nine & Asquticd? Able tate he “ ox Sy ee 
eee ale ae a Ee Se oink °C ee aaa Saas a ‘ 
a be we ee tL ~. oe “a ; 
a ‘ cs ae ed a le eae ae pee > 
are , er * See ee. . ae if + a ee 
— ee ee 
eo , al 5. cypher ke om yh ae i he, : ie oy eae es 
_ a acne na B ne. ee iia ee “a see pt: 
— . 5 eo eo a ee . 
eg oe ol t pe roe i be aie Mee 5 hast & 2 ts ae 4 om es og? 2 
et We. eg rk a hay on Ng Loe ae a hie 
SS ‘ 8 EE ae | a ee ed oe 
eS ar os Be ee hg TG Cae " ; ae : 
6 ac, ee a - ie wees i 4 ee 
: ee a oe = » . 26°.) [oe * Ce la 
; Ras 2A Ba 4 af e Naa 8 ss sti ae — bt .o 4 Po ’ “ , az ee 7 3 
ee a ae a ie : ; *, eh Pe = ais 
ye 7 , a ‘ Be 4 ‘. = i ate ’ iam ) Sy 4 he. a a a aff “ 
i sie ot al : Poy ied , <. : 9 oe he” La me 6 
Nig el ' ell ——— HE ae fe mn ae Ss — -e2£orr * ec A ia ae. 
- — me YT a “tial oe . ae .% : fee! 2 =e 
(aes 1 a gael eee tie al i b > ge Ps : Se Ts me ee . 
ee = la > AE ES Rai ai > : wed : “iia Ce vce one Sa 
Pa ed joc Bs 2 Les 2 nae Le | a o a ee -e % ee 
aia oS ¥ . 4 cag cl aoe 4 ? om ~ r a 6 : os # 2h ? 
i So , % es ae ; : ee ag 
’ oe — - F a ed " — i 
“ a ‘ mil = Py, - a | 
if mS ie Wt a ee: : ah . 
ile Se ae : Ry r % % - a : j ey : 
k= Be? ie oo y es sade yen 3 — ele = es 
ma 7. " % aeen ” . 7 Be 
: =e : sien J ‘ : . . ; nae 7 an 
+a - veer sha ee ek ek. eo a pe ae es ae 
; We aa a — a 5 y 4 te ae aes oF ee is et i. aa ae city) a 
be Ad ie eS — ~ £ ds a ae ; — OU a ae a. ae ey i eer Oe te oe y 
§ aes nn I . ».' “ee » inom © ae ee Se i a 
fe toe oO ee eee eg! Ybor i ea Fe 
oes: ae Sie ee ew ee. ee org ae ee * 6k - oe ee an Sei eee ee i 
: fo, eet Bet z oats Se ne . s : ae eee Ra » ng. Gai hea bane oe. Pe er ee rye Pn ee: SS ee ee he ae : a a 
- eet Wik aa ao eae o “ae a, a ho yh we ak ee ee ee — " ? 
eS ek i eae gale ae a ee a2, it: a ee a ee ee ee ee oe Si = : 
Wd Pies eh ie cee he ens — . ee gs a 2 Z Pe ee ee ne tle ce = ame Pe ere eet! Semen hh cere a Le Be gt ee eg, a ‘ ; 
ee ae see A : 3 4 eee oe dp sa Ey 4 K er ae 4 S20: teh Shee A oe gee Ne sn ay eT ERR ee ae bree ee ‘os ee a 
mes = * Sahih ek xe — a a ee a . ie ans Sia ee ar Is Ea tet mee 
Saas ee ——_- , : oe Sct’ GN yl a ee 2 ae D diill el ae: Es. ae, heels eae om ee ae oe 710. ae a ; 
oe ee pe —— ee ee oe ee see ee * 
wae hi SS 4 Ne ; 4 x ; ae Ean thane ae Ate Jae re Ee. ee eee ate i= Ria mere ge ios a PT. 
g ‘ SS . $ hem s ‘ 3 ae coe nt ae Fae iets in ey See re, aa Ss oe Peale t , Sl, ae 
a 4 ae oS nnn 4 ee eo) as : i ne ae e es eee ieee ini a eile mie a Ps ae ee Re aan Py i ee ¥ 
: . a ees oe ae ie. : es, ae igo ae o 7 Biel. These.) ee ene ieee gas cia gee: ire ee tg . 4 3 ) 
rs —. 9 an pe ae ihe ee G8 eRe eee ee ee ee oe yor eee eS eee E 
' Bes ct ? eee Meas eg OFT a ie a a eee eo icin tattle ieee Set cig He ae 4 : ’ 
Ci ; _———— a Ma 2 Oe ee, Seat are ie ote SO ae a ae ad ee eS a et d 
eee : i — eS ee ne at er ee i ee Sa ee ' ' 
Fe és His tia aa — ae Es ig , Sa a ee uy, is Rea in Bee 2 eat ee toa en iene 6 eee ae ava ae . 
a. ltt‘ VS ae ues ea li i Pee Oy i Rem ee a a Paes! en > = 
see Pre 7 : Wiig at ie. > "aa a ; ecm we : ¥ : Ea eee oa ea poe geet il ce gee ae MR 5 Se ili are aie, Ne hae os H ; ; 
. i i ee a ,; ee TE ey Cee MR a ee, i . J 
: : oS ee Oe an . a a : : ; : phe ee a gO eT es ey oa a cee eee etre Sete an : F 5 ‘ 
oa elie a ee ie a .. » ee en shoe” . he wines. ! a ee ae Sigg SN uae tad OE gt eee a ee 1" ae ae me ae a alee é % - 
246) Sie 2 a ee oe > ag i ao ae ce | eee , ee Te ea ig ce ods, ROM ae EN anaes Si he oh ee > eee a : 8 : 
ae oe ee ee le a oe ae : ir es ie See ad le PP CS oe ay 4 See Tk eg, oe te oS , 4 
oe , ig al ee eke oe = ve j a ae F a Sat he 2g ee ae see le fake es: J ses et ee ee ie ta fe ; Leth ewe ef «aii ie RR a “ 
ae aaa ae ee, a he — = Pies ogi ae ie RAF ees: Tey Ce maa Oe ge a 5 ers fey Leterme iG erage he ee eae 8 Se oo 2. i sia ae ae x ‘ F 
eae me 4 ek pe. fares 5 ae ae ear at Re ah, gat Se ee 2 EP i a ee a eg ee en ee age ae oS A ere Sy Fa: ee 
, aa eS ee ee eee ee Loe ete ee Sar coe ad a a ee ee kc Boh nie ioe Ee eee } 
Pe: ig sale here - — — iy RFS Cie FO a aaa tae Lae ara aes ee ee ne ss os : E ae et : i 
oan Aue oe Ce. a - ae ae oe een ee ea Re ee tee te aad yt oe $ m Gee ee ia Ee : 
3 “ 3 : ee “teal tees a > : Peete ee | ee Ce ae Boe a eee we 4 eae at os R ee i Paes 
a a ee or na j ee er are ede ee oe Da ae ee 3 rere. so ee 
m ae ee pee i ‘ - xa Bete Se Se Fe IR eoctid, at I ls ~ eee 3 Ae ee i - eS ee Saga er ree ? 
. a ee bay Lo eae Z ey fa eS ae pies Ne ; he ee tue Pet : ae hey cs ators 5 - fee 4 4 
ee he : oa has i RR «SR , pee with Hier | : is Se NT : sis Coe hee cee eS » &§ 
DS ee ge a ez ee a Nas - : , a ce ee eee. a ghee eee Se: ee ratty as Cs a d 
ee P ; .& an oe Ce ene ee ee ae ge ee ee etter Ss pebwaia) #: liad Sa eal cer Ss ae ogee Oe | 4 
? pee oe eget eae oe te ee : acetate Wie Pe es. | ae -_-~ ote SE irae ike i a ae ae ere a Z 
; a ON anne eee ae oat ae | re ee eS re pee moe, Fe On ye eee an Re ge oO a a i ME esd; : 
os ae ae re Ae ea a so eet Po cs, My el pat ot ag ete ‘al ta Ack” , ee us pe es” ‘ie pe nen ie = Bi “Bas nh ali 
es ke eee Dee . Ee : eee hae Te co eee OS Pe Sea) : : 
/ 4, cee. hy ae ro atte ee ee ea nee Lome ely: . Mag thie a ilk ae: . ee ee ee a ae ee. f ; 
ee Se in iy Be cee > Teena Fe ee . — ee iS ee on. 2 rs 
os es oe a va ean haga ee ee ets Tee ae x . i a Pa tie es i ea A ee x 
: as oe ee ne 7 ™ — 5 Sit a eee ae Nie eo — os) oh ae Pe ese q & 
; ; he eae hae etliee ee eis cing a Ere 2 iy eo we - ee i eee i : 
ag) als Mk oe j Oe. ee aS SS 5 ee ye gs i, a a ee eee a sae x \ 
ie : ae . on eam lg eg Ce ae ettee S. pl OS De ee ae ae 2. acai ae E ermal pi . eee ee 
i fee sus tes cee ¥ ~ ee eae s Siem ie ig. oe) ae ae pe | ae eid a ee - Phas . 4: fei ie pe % ‘ 
Pie ss Rie Ey a = ra 3 ae he Cae 3 eo ee. 4 pe AS a ‘, # 4 — pai a. 2, ae tg % if. 
Me i eae. i ha : i pT > aaa \ a pac ee Jes es . Ree ee Ses i 
is s a ng tes. re 3a hiv! ‘ ae Y ; a 
RE RE Flake eer 2 lo a ee a aa ray Ke ’ ig | nn i } 4 
4 ; “ ee ae aes ee ag - pe eisai: eee = Pg. pele Ne as” @ eee oe oe oe a Py 
ey a Ge Jig sk ee aie BP eee ee a * oo at ae ee D y, 
5 oe ere ae a ee oie rl Pee ae ee ee ee os , h ‘ Pee ce |, x ee 3 j 
ee giana ao ‘thn i) rr oer F Snes. ae 4 Fak * 3 
a ag oe ae ae v es 3 “ -# : aa Beare, ee ‘ ’ : 
De ee x { 0) aa un 5 ee 
. i 5 Oe ca eh Si, SN a aad ' , a ‘ % i : Psi > apie ae i ab 
ee Lae i NRE Sat emai ak pete te - : # * » sa rae ie tcce LE e. ¥ 2 f a 
‘ + ae iy =. "Sere Phy eo : £2 Zi i i > Sr 2 Es 4 
a 3 i? Bie pe A gee 2 a : seat oes 63 EPS iS Je ae * : ? > 
wt gees as : rhe oe ees 7 E ge Fee “ 5, ioe 8 ea ie ° ; 
— Mee : © | : — ' 4 ae ae 
: ew ae a i i Re - ‘aed A Ye: Bie 2. acai ie, 1 aS OE e. AP yee 
pe ce Sg 4 a eer: Soe mS a ss ge eR “ co: in ey Ree ae Bie a eee “ . 
ett ee ee es ae a Baie = _ * ee ee ee , EE aioe cases big: me Si aN a i : 9 ‘ ¥ 
oa ae ee ae icine: van a Bae ek es ae > el ee Ban Pe ee ae Meyer iy OE dr ten ieee Pee tee s 
Se Sods aaa ha ce Sy Sten ae eee ee me tame ae oe ge Ute AO ee es i 
a : “5 oe ee toe a ies oe tee ee ees Me tite Celie a: ‘a . ee es SS er ea 
hy ‘ee cag ee Paar _ Nene Pa Te ies : se 1 ae ep eS es Bt si An I | ge CO, bn Orn eet rae ee a ee <a an Z site as 9 Seen = ey ere 
vi Re I tae Se ae ee. ne b awe _ a heater mh tne BD ie Sn ne ee oe MM — | RT ea ie. . ae ee ‘ 2 ‘ 
oa ER Lar ee ee ase Pee wip oe ta ee ee ee ce BOF aoe ne eee A - Pg se ae, By ge ag A ep so : 
ts cf. es kala oh es eee | ER aa ee ies pa iS RS, Fag Pe PE aaa Wee Mime ase oa he De ae OR Oo, as les 
p eo (sah Ne pe RO Ds ee etal a —_ oe yo ae Lic Sey Pe mG ee: SSM eee ae eae vi ae ie jie a eae outers ae ee a ee © aes oe Be Mees s 
. eet me ees pee i a4 ea ay SS Fase tea gen ag eee i i eae a Se 2h a £ : 
. vee abe ae a fae re es ay e io le ee : NS a ap eee an a ge bai g 
: & ee et a ae er ee, EG ae Se 
$ i , ‘ee gc RE, RM ep Sipe oes aga re. -. , 
$ $ ae ie ki Sie en oO nga et one piiea Bee oe a, ee : 
ee eo ee “Seek tas ere) ees, 7 ree, aoe Ne aa a o. 
ae oe toe ee We ie os Coe a ee et cee oe i eg ow cn ns, 7 i ee” Bgl se eat Re a : 4 
Ge ce eee ee ee ge ie ed ie» ogee Lo) ee “ Dicien a TY ee Weer es ee ame es i. ees 4 
. Mo ae ah {2 ee ee eee ae at gr ee ee. fee Troe Clipe es give Dyk ws a Sa ak eo a oa PS So. ie Be Pe eaee: ce ee a hee z 
ae Be Pee (eS Oe Me eu is eye il Sy te eee te ee oe aah, Baits eo ie Se cieag a ae Bs 2 Po eS ae ip ie eee eT rte May ue 
TS ee ore ad een Ot ee MCE eee oo ee ne oat PE ea ane ee degen “ wwe i ws, Re es ae aes ee é 
F ' sty. ae ; Bee aa a ee i er it Ties Regie: Padi, ie 5 PR, Bes eS ee Mle Fae dio asst Ss ree 5 TSH Siete eat a eM aig ae. UE Ek aes dee i 
ow Bi Pa Cah ea See cree ME mace nan eS cre ae aa ‘ i eg Se ee r : _ ies ‘ees es . = 1 ee eae 2 ey Pinca Se : ~~ * 
a > ens So peat ng eee SAE ine ete ee ; oe ie 2 p . : 2 2 Ae ae ae 3 se EE Ee a ae Ck f eae la eee eft gen Re ie in oe ; An ssi —, * 
a oe ee Se eee oe a eee ae +k eS eee ee! a oe Rh ee ee ey ee ee uae 
* a RE ek oe votiadi EE Nt eae are of ee et Be iis Ge eae oa oe ee eae eA a aa ee 4 eo) ee aes aie Pee eae Pines: j 
‘ee - : ° 5 ‘ ? Sens eae Peper ec es es ags 7: ae mle ep tpg. ya ae oh es es SM an eh ag hos A Re, ee a ee 
. % . ar : 3 rend oe Te Ga ae Se Be ee ye ao ir gee Milnes eee IE eas ge Somes Se ay so TO ge RI =, ee ee) ee ee 
7s Bee eae oe sing). pag aman thi ? cies oil ntti a alee eae ca es OM sg Sil er 
Se er ee eee a Se) ae. Se Se tes? ioe pls inet ab al ee lean oe tae cas Le ese ee Ne Sao eee ae i. ; 
Se : ‘ . a ee er eae ee 2 "ah is tueaee ahs ee a Fee eee Be, Aue ee a ate ek Me 7 pee a Mel rol en eM ys rey ga 
SS ‘ i ee, ee pe os: na eM (Jee a A eee, VS, ee : os ie eee. ine 
” Paes) ie ie Ran ey Se ae Sc ene cle ee ey me er ae ee a sc Palais ya Ey a See ck a eee pS Ane ee 2 eet re 
‘ies ee ae ie ee a, ae see a! nl em ak ge Cy Pe ine eaten 5 ae eta ea baa ie toa 2, ate Meg See ote eee Coen gi eye ae ee eee ems Pies ee ns be 3 
: Bs ce AL Tie Ses. eee ee Pe See ed eee te sete ge ne ee Bo a a eng en ert ee 
eee oS en ee ers Wee (le Ee Oa Seana acta me ee ee ey ae ee pen Re PS ae eek a 
oS ORs aah Nie 6 a at i SE ae Nl oe naa SE i elt As lage ice et eee aT ane, ee Ro ee ae je a tes, = Se Ose mre : 
. Ss ee eS ee ae Ne EE ae eter sire emer iter i ener SE ae ee cd (Seema are ete Ser 2d igen eT Roe ta : , 
: coe iat 7 2 : . c 2 i “bln ea ORE ee alae Rea on on ae € 
Sa Wie < 5 . i Die a ie Re Ne ee ce SE ce ae 
‘ oe las ae na ee ‘ ae ee Be as i = ots te eet SG eee ee i fee * eee TS, ‘ 
7 oa te ” 2 eee a a ee Ae a a tad Worn ae ARNE Sno a may A apr Ae ke eT ape ars eet ema pr -* 3 < ar sell . ties 3 ‘ 
ee cae pee ROM eye ne gt Pet shear: Sonne CME ACen SA” Ge tg ° , inl ; 7 
. pre: , F 7 wh hast - si ‘: . sd ea Beak ae on ee ach igen Re Oe ee i 
Ba ar ae * “ wey 4 a -" —— “ = Si Beak © Yay : pees a ‘eile oi ag ge " ze 
<2 ‘ contd rm 5 Se Shed sd pula Sea ‘ SM ee Oe eee gH Pe es Me Fo eae a eet Shetek Ge Seto TSO Oe 
: Meee & a*s : ae le as Saree bee” Ne Ee ree + petal ae ee ag Le Ay SR gd eet ar ea. Joe pleco Rae hs Re het fy Ret Naty eh fone, Bs Pe 2 tise: oe es 
‘) : ; ib cet Soe a es ae peti aes as 0 y saa | ea ers ae ea deta Sire Ge ata Pen hae eS ee, Be i at a Lt gi ASS et Ss Re aie eae ee de WERE Cee ae ae ‘ ey SEARCH i CMD op ade ee eg % ‘ 
Peas ad ed tree ale GS me pean lads Shey ad fe Oe eee OE ge Be rae ie re eat a ES Bie te ee ae ike BE Re EE A ae ot EN PO ME SS, NORE Re MN Tae wil Silas oe ee 
Pegi re sort cas Aine “Pees Ae eae ae Brea ey PR Re Ee ede ATE Oe eat a oc ae ese $ “ . i “ 


_— 


In New York...in the evening...inthe Jf 
home...the Journal-American delivers 
nearly twice the family coverage : 

of the second evening paper a 


FFECTIVE advertising depends on reach- hold is influenced by your sales messages and, 
ing an audience at the right time... in in turn, influences family buying decisions. 

‘the right place. ... in the right proportions. 
On all counts the Journal-American is right! 


The Journal-American reaches an evening 
audience of 700,000 families, the largest in 
‘ The Journal-American reaches its audience in New York, and virtually twice as large as the 
the evening, after the day’s work is done and second evening newspaper. 
thoughts turn to planning for the home. 


Result? The Journal-American is your best 
The Journal-American reaches its audience in buy. bar none, for selling to the home in the 
the home, where every member of the house- world’s top home market. 


YOUR STORY STRIKES HOME IN THE 


Sea 
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A HEARST NEWSPAPER 
NATIONALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE 
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Dailies Differ on 
Frequency-Bulk 
Rate Problem 


(Continued from Page 43) 
newspapers, or a ‘B’ schedule for 
another group of newspapers or 
markets—but in my opinion they 
do not develop schedules to fit 
a rate structure... 

“I will say that if a large per- 
centage of newspapers did develop 
this new type of rate structure, it 
would have some effect. But when 


KLX 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally | 
by Burn-Smith Co., Inc. 
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it is done in isolated cases, it is 
my opinion that not much in the 
way of increased linage will re- 
sult.” 


ws Another newspaper replied: 

“We question whether bulk and 
frequency discounts are a good 
thing. We do not believe that 
would induce an advertiser to 
spend more money. He would sim- 
ply spread his advertising over a 
wider range of markets. The ad- 
vantage of such an arrangement 
would be with large advertisers. 

“Frankly, we have not thought 
profoundly on the subject and our 
mind is not closed to the idea. 
However, we prefer to wait to see 
whether such a course produces 
more business for the other fellow 
before we consider it.” 


a Two of the most interesting re- 
plies, both requesting they be con- 
sidered anonymous, referred to the 
position of the Newspaper Adver- 
tising Executives Association and 
the American Newspaper Adver- 


3354 . Sie A 
ery 


tising Network. 

One of these said: 

“We do not have, nor do we 
contemplate making, such a rate 
arrangement. However, as you 
probably know, we were a mem- 
ber of the ANAN. I think the 
latter generally indicates the 
thinking of our management... 

“It is my opinion that the think- 
ing behind ANAN was very sound 
but was doomed to failure from 
the start because the representa- 
tives refused to have any part of 
it. They should have thought of 
something like it many years ago, 
and organized to make it work 
rather than sit back and take pot 
shots at it as they did. 

“The Oregonian’s move is prob- 
ably a step in the right direction. 
However, I seriously doubt that 
one newspaper can influence 
schedules by adopting such a rate 
card. Unquestionably, if all news- 
papers offered bulk and frequency 
discounts, many advertisers would 
take advantage of them and it 
would probably lead to increased 
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business for us. I think Heinz’s ex- 
perience in newspapers has proved 
pretty conclusively that it takes 
time to gain impact with news- 
paper readers. Much of the success 
of radio, in my opinion, was due to 
their forcing advertisers to buy 
schedules of 13 weeks or more. 

“This is probably wishful think- 
ing, but it would be fine if some 
organization, such as NAEA, would 
lead the way in urging the adop- 
tion of bulk and frequency dis- 
counts. I am afraid, though, there 
are too many different ideas 
among publishers and I see little 
hope for putting across such an 
idea on a national basis.” 


a The other letter reflecting simi- 
lar thoughts declares: 

“The NAEA has taken cogni- 
zance of the fact that rates are 
something for local determination 
and should not be the subject of 
group action. Many publishers 
have problems peculiar to their 
own communities, competitive set- 
up, local customs, etc., that have 


S-t-r-e-t-e-h 


YOUR ADVERTISING DOLLAR 


AS MUCH AS «dep 


You'll find many other new slants on the 
screen-romance, youth-wage-earner market 
: in Ideal’s new visual presentation, 


“RIDE WITH THE TIDE OF THE 
BIGGEST WOMEN’S AUDIENCE” 
Ask to see this rewarding, fresh approach 


to a huge prime market given new 
importance by recent economic trends. 


WITH THE 
NEW TREND IN 
SCREEN-ROMANCE 
LIST-BUILDING 


ow that the romance-movie audience 


offers the biggest package of women’s 
magazine circulation there is— 16,200,000 
net paid— more and more advertisers are 
looking for a better list-building method. 


The old custom was to start the list with one of 
the largest circulation groups or single magazines, 
adding others as the budget permitted, disre- 
garding cost in favor of bulk and seniority. 


In fact, so little attention was paid to costs, that 
today minimil rates vary all the way from $3.36 
to $5.21 for reaching the same women. That is a 


difference of 55%. 


To illustrate: The IDEAL WOMEN’S GROUP minimil 
rate is $3.36. 40% of IDEAL readers—that is, 
664,000 readers—also read Magazine **A.’’ Now, the 


minimil rate of Magazine **A”’ 


$5.21. Yet, due to 


habit, some advertisers will begin with Magazine “A” 
because it is one of the oldest, best-known and 
largest-circulation magazines in the field. 


It is again popular to stretch your advertising dollar. 
So, why not do what the shrewdest media buyers 
are now doing, begin your list with the best 


buy —Ideal. 


WM. M. COTTON, Publisher 


Ideal Women’s Group 


PERSONAL ROMANCES - INTIMATE ROMANCES - MOVIE LIFE - MOVIE STARS PARADE 
Ideal Publishing Corp., 295 Madison Ave., New York 17, N. Y. 
INTERNATIONALLY DISTRIBUTED BY PUBLISHERS DISTRIBUTING CORP. 


some bearing on their rate struc- 
tures. The NAEA, while trying 
constantly to raise to higher levels 
the standard of practice in selling 
advertising, never has attempted 
to advise any publisher on the rate 
he should have for space in his 
newspapers... 

“You and I both know that ex- 
perience has demonstrated the val- 
ue of frequency to retail ddver- 
tisers and it seems reasonable to 
me to assume that frequency might 
pay the general advertiser equally 
well. 

“There are exceptions, of course, 
such as seasonal products, but 
I am thinking of this problem in 
its relation to the majority of gen- 
eral advertisers. One of the things 
which commended the network 
[ANAN] idea was that its selling 
was to lay emphasis on the idea 
of frequency insertion, and that 
is one of the reasons why I regret 
its untimely end. 

“It seems logical that a contin- 
uous and sustained advertising ef- 
fort based on frequency of inser- 
tion would be more productive in 
the long run than a spasmodic ad- 
vertising effort applied with little 
or no continuity.” 


National Bellas Hess 
Reports Sales, Profits Up 

With the fiscal year ending July 
31, National Bellas Hess, Kansas 
City, Mo., mail order clothing 
concern, registered its greatest 
sales volume, highest profits, and 
for the ninth consecutive year in- 
creased its sales volume, accord- 
ing to George Marks, president. 

The total sales amounted to $33,- 
696,756, an increase of 26.6% ove: 
1948. Profits after taxes totaled 
$1,101,287, with foreign sales in- 
creasing by 17.7% and domestic 
retail sales almost double the fig- 
ure recorded for 194. Retail 
sales were $1,306,261 for 1948, 
and $2,094,634 this year. 


Publication Changes Format 

Effective with the Oct. 11 issue, 
Saturday Night, Toronto, will 
change its format from its present 
newspaper dimensions to standard 
magazine size, 14”x 105%”. Sub- 
seription and advertising rates will 
remain unchanged. Full-page ads 
in Toronto and Montreal dailies 
with other ads scheduled will an- 
nounce the event. Direct mail also 
will be used. 


‘Scholastic Roto’ to Feldon 

Richard A. Feldon & Co. has been 
named national advertising repre- 
sentative of Scholastic Roto, high 
school publication rotogravure sup- 
plement. 


His “NOD” 
May Outsell 
Your Best 


SALESMAN! 


Win for your product the influenc: 
and good will of the 20,000 Count ° 
Agents, Vo-Ag Teachers, Exter- 
sion Leaders and Soil Conserv: - 
tionists who read Better Farmin ; 
Methods every month. 
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JAMES H. CARMINE, Vice-President 
PHILCO CORPORATION 


“I read Advertising Age because it is the 

news magazine of advertising, and also keeps me 

up to date on the general trends in merchandising. 

I particularly like some of your feature articles on 
how leading advertisers develop their campaigns and 
the results they have achieved with advertising 


in various media.”’ 


ee 


JAMES H. CARMINE 


One of the best nationally-known figures in sales and mer- 


chandising, Mr. Carmine has been connected with Philco 
Corporation in positions of increasing responsibility since 
1923, when he became District Representative in Pittsburgh. 
He later was manager of the Syracuse office handling Philco 
distribution in New York State. After acting as manager of 
the company’s East-Central Division, with headquarters in 
Buffalo and later in Cleveland, he went to Chicago as Sales 
Manager of the Middle West in 1932. In 1939 he was trans- 
ferred to the home office of Philco in Philadelphia to become 
Assistant General Sales Manager, and in 1941 he was made 
General Sales Manager. Six years ago he was named vice- 


president, and is today responsible for all Philco sales, mer- 


chandising, and advertising activities. 


© Underwood and Underwood 
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‘Merchandise 
Fundamentals,’ 
Chapple Advises 


New YorK—The essential thing 
in compiling an advertising budget 
is to get down to merchandising 
fundamentals, Bennett S. Chapple 
Jr., assistant vice-president of 
sales, United States Steel Corp., 
told members of the Industrial Ad- 
vertising Association of New York 
last week. 

“A Hollywood spectacle is not 
necessary to sell top management 
on an advertising program, es- 
pecially in industrial advertising,” 
Mr. Chapple said, “because the ap- 
peal is to the mind rather than to 
the emotions. Too often, of course, 
top management cuts advertising 
expenditure when the going gets 
tough. But if an advertising budget 
is built on a sound foundation this 
is not so likely to happen.” 

Three basic facts must be knowh 
to build a sound advertising bud- 
get, Mr. Chapple declared. “These 
are: (1) You must know your sales 
objective; (2) you must know your 
market, (3) you must know what 
your competition is doing. 


s “The problem is the same, basic- 
ally, for large companies and for 
small,” he said. “In the case of a 
big company it may not be so dif- 
ficult to get the facts. But a small 
company can obtain government 
statistics and get aid from busi- 
ness papers and dealers just the 
same as a big company can. 

“The selection of media is not 
the important thing until you have 
the basic facts determined. Indi- 
vidual products and problems must 
be studied in relation to the objec- 
tive that you have in mind. 

“In approaching management for 
budget approval, do it in the same 
way that the engineering depart- 
ment does when it seeks approval 
for the construction of new facili- 
ties. Get away from any discussion 
of media and concentrate on what 
you want to accomplish in the 
way of sales. The sales objective 
and the products involved deter- 
mine both time and methods.” 

Three basic areas that need con- 
stant attention, Mr. Chapple said, 
are: “(1) your competitive posi- 
tion, not with respect to your trade 


HAunouncing 
SUBSTANTIAL 
RATE REDUCTIONS 


DIRIGIBLE 
ADVERTISING 


EACH SHIP HAS 


10,000 LIGHTS 


Three month 
contracts available 
- 


DOUGLAS LEIGH 
SKY ADV. CORP. 


630 Fifth Ave., New York 20,N.Y. 
Tel. Plaza 7-4800 


competitors only, but also with re- 
spect to competitive products and 
raw materials; (2) areas below 
your own customers, that is, if 
you are a manufacturer and sell 
wholesalers you have an obligation 
to help your customer help his cus- 
tomers to get maximum sales; (3) 
specific advertising to sell your 
own product or products. In other 
words, know what you want to do 
and formulate a detailed plan for 
doing it.” 

“You can’t leave anything to 


chance,” Mr. Chapple said. “Don’t 
assume that top management 
knows what ought to be done or 
even what you are talking about. 
Get individuals on your team be- 
fore you go into the crucial budget 
meeting so that those who have to 
make the decision will have some 
background information on which 
to base a judgment. Pre-selling 
is necessary, and has to be done 
before the final meeting. 

“Top management has to -be 
skeptical when it comes to spend- 
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ing money. The advertising man- 
ager has to be creative and en- 
thusiastic, but today he must ap- 
proach the problem intelligently, 
factually and constructively.” 


Appoints Frank Banko 


Frank X. Banko has been ap- 
pointed assistant sales manager of 
Radio Frequency Laboratories Inc., 
Boonton, N. J. He previously rep- 
resented RCA Victor, New York, 
and Bendix Radio, Baltimore, in 
sales and engineering. 


Selects Moser & Cotins 

Eureka Mower Co., Utica, man- 
ufacturer of farm implements, has 
retained Moser & Cotins, Utica, for 
advertising in farm and business 
papers. Foltz-Wessinger Inc. for- 
merly handled the account. 


To Elliott, Daly & Schnitzer 

Elliott, Daly & Schnitzer, San 
Francisco, has been named to han- 
dle the advertising in the 11 west- 
ern states of Trans-Vue Corp., 
Chicago, commercial and home tel- 
evision sets. 
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Promotes Plexo-o Starch 


Sage Laboratories, New York, 
is running a newspaper campaign 
in New York markets for Plexo-o 
starch. All major metropolitan 
newspapers are scheduled, with 
full pages in tabloids and 2,100- 
line insertions in 8-column papers. 
Paris & Peart, New York, is the 
agency. 


Joins Rapid Art Service 

James Bartley, formerly of Ellis 
Display, has joined the sales staff 
of Rapid Art Service, New York. 


Retains O'Connell Agency 


Westport Cosmetic Co., West- 
port, Conn., has appointed R. T. 
O’Connell Co., New York, for ad- 
vertising of its new soap product, 
“Beauty in the Morning.” After 
preliminary testing, consumer 
magazines will be used. 


Appoints Deutsch & Shea 
Bankers Federal Savings Asso- 
ciation, New York, has appointed 
Deutsch & Shea, New York, for ad- 
vertising in business papers, out- 
door posters, and by direct mail. 


Taubeneck Issues 
‘Polemic’ Against 
Free Circulation 


DetTroit—At a time when many 
business paper publishers are try- 
ing to pour oil on the troubled wat- 
ers of the paid-versus-free circula- 
tion battle in their field, George F. 
Taubeneck, publisher of Air Con- 
ditioning & Refrigeration News, 
has issued what he describes as 


a “polemic” against free circula- 
tion publications. 

The timing of the circulation of | 
the booklet, entitled, “A Little Bit | 
Pregnant,” was apparently deter- 
mined by the present fight over the 
election of a business paper direc- 
tor of the ABC next month. Mr. 
Taubeneck is leading the fight in 
favor of George Slocum, publisher 
of Automotive’ News, Detroit, 
against the incumbent, P. F. Fah- 
rendorf, Chilton Co., New York, 
which publishes both free and 


= CPER'S 


There’s no surer guide to reader confidence 
than—the mailbag. Last year the Capper’s 
Farmer bag held an average of 1,914 letters a 
day. Before the year was out, Capper’s Farmer 
heard from one in three subscriber families— 
it’s like that every year! 


But it isn’t so much that they write—it’s what 
they write that counts: The farmer telling how 
he got an extra hay crop—thanks to a Capper’s 
Farmer article on mixed pastures. The farm 
wife who writes that she’s putting her son 
through college on turkey profits—Capper’s 
Farmer showed her how. The man who got 
100-bushel corn the Capper’s Farmer way— 
for 20 years he'd tried and failed. 


Not counting 1949, requests for these Capper’s 
Farmer better farming methods total 1,058,252! 


What clearer proof of reader confidence? 
You share that confidence when you're in Cap- 
per’s Farmer—and it’s on/y one of the BIG 10 
Capper’s Farmer advantages... 


only Cappers Farmer 
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FARMER AD 
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CAPPER’S FARMER’S BIG TEN 
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1. Largest rural publisher 


in America. 


2. Richest farm market in 


the world. 
3. Best coverage buy. 
4. Quality circulation. 


5. No mass small-town 


circulation. 


6. Farm-tested editorial 


material. 
7. Reader confidence. 


8. Merchandised editorial 


content. 


9. Market dominated 
by farmers. 


Topeka, Kansas 


10. Most quoted farm magazine. 
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controlled circulation business pa- 
pers. Both sides are actively soli- 
citing proxies for their respective 
candidates. 

Mr. Taubeneck’s theme is that 
“free circulation in principle is 
dishonest and immoral. People to 
whom a free publication is mailed 
get it whether they want it or 
not. The few who pay its bills can 
demand that their propaganda be 
published, and that uncomfortable 
facts be suppressed. Hence it’s a 
‘kept press’ in essence, and its 
tendencies toward venality and 
toadyism are strong.” 

“Illicit profit—like illicit love— 
is tempting,” he concludes. “But 
there’s no such thing as being ‘a 
little bit pregnant’.”’ 


Montana Stations Incorporate 


Montana Radio Stations Co. has 
been incorporated. Don Treloar, 
of Station KGEZ, Kalispell, is 
president of the group, which be- 
gan forming last February. Other 
incorporators are P. B. McAdam, 
of KPRK, Livingston, and Cedor 
Aronow. 


Free 


BOOK SHOWS-= 


without... 


© Costly consumer advertising 
@ Conventional jobber-dealer setup 
® The expenseof salesmen’s salaries 


This realistic exposition of the only 
low-cost, short-cut to national sales 
describes the method now used by 
such successful companies as: 
Compony Estimated Annual Sales 
Real Silk Hosiery Mills . . . $15,000,000.00 
Davis Paint Company ... 5,000,000.00 
Knapp Brothers Shoes.... 15,000,000.00 
Master Garment Company. 2,000,000.00 
J. B. Simpson Tailoring ... 10,000,000.00 
Stark Brothers Nurseries... 10,000,000.00 


These are but a few of the 6,000 
firms who used this sales method in 
1948 to sell over a thousand different 
products and services—to the tune 
of $5 billion gross sales. 

This booklet has helped hundreds 
of small manufacturers grow big— 
scores of large manufacturers in- 
crease sales volume. It shows a low- 
cost way to overcome prohibitive 
distribution costs . . . provides an 
answer to today’s increasing con- 
sumer resistance at point of sale... 
tells why independent distribution 
is the best possible solution to your 
sales problems . . . and shows you 
how you can take immediate steps 
to tap this lucrative big market at 
little expense. 

Learn the profitable secret 6,000 
direct-selling companies use to gross 
annual sales of over $5 billion! Send 
today for your complimentary copy 
of the informative booklet, ‘‘How 
to Build National Distribution 
Quickly.” Find out whether your 
product is adaptable to the direct 
selling field. If it is—and we'll tell 
you frankly one way or the other— 
you'll be amazed at the ease and 
speed with which you can build a 
national sales organization. (Many 
do it in 60 days!) Write on your 
letterhead for your complimentary 
copy today! 


OPPORTUNITY 
MAGAZINE 


GATEWAY TO A $5 BILLION MARKET 
28 E. Jackson Bivd. Chicago 4, Illinois 
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Chicago Dailies 
Change Over to 
Hot-Type Issues 


Printers Okay Contract; 
Vari-type Workers Hunt 
Jobs, with Papers’ Help 


Cuicaco—This city’s newspaper 
readers were getting reacquainted 
last week with type-set dailies for 
the first time since November, 
1947. 


SALES LETTERS 


Letters with “instantaneous appeal,” 
that beckon to be read, that impel 


and sell. One series 23 years old. 


“That Fellow Bott” 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


As quickly as possible, the Chi- 
cago Herald-American, Journal of 
Commerce, News, Sun-Times and 
Tribune were swinging over to 
conventional printing methods fol- 
lowing union membership approval 
of a new contract with their long- 
striking printers. The 1,500 mem- 
bers of the AFL Chicago Typo- 
graphical Union voted more than 
4 to 1 at a special session Sept. 18 
in favor of the proposed contract. 

Under the new pact, which gave 
the composing room workers $10 
weekly wage raises, publishers of 
the five major dailies have three 
weeks in which to convert from 
the Vari-typing and photo-engrav- 
ing processes they have used since 
Nov. 24, °47. 


@ The publishers, however, may 
renew the use of the newer meth- 
ods in the event of a subsequent 
strike, slowdown, other work stop- 
page or other interference with 
normal production. 

The striking printers, it is esti- 
mated, have lost more than $13,- 
000,000 in wages, althoughs they 


have been paid strike benefits from 
funds collected from working mem- 
bers of the union. Cost of the shift 
in printing processes during the 
22-month period may never be cal- 
culated or, if known, divulged by 
the five dailies. 

Most spokesmen for the news- 
papers were reluctant to discuss 
the question of production costs, 
although Eugene P. Barnes, busi- 
ness manager of the Daily News, 
told ADVERTISING AGE that his pub- 
lication figured it cost no more to 
produce the News with Vari-typ- 
ing and photo-engraving than it 
did with the older method. 


a E. M. Antrim, business manager 
of the Tribune, said the paper had 
not compiled any figures on com- 
parative production costs for the 
strike period. Philip P. Page, busi- 
ness manager of the Journal of 
Commerce, said that while costs 
have been reduced substantially 
since the first few weeks of the 
strike, the newer method has been 
more expensive to the Journal be- 
cause of overtime work by outside 
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engraving plants and “too many 
variables.” 

In one of the few statements on 
comparative costs, J. W. Park, the 
Tribune’s mechanical superintend- 
ent, told an ANPA mechanical 
panel at the group’s April, 1948, 
convention that while composing 
costs had been scaled down since 
the earliest days, they were still 
a third higher than under normal 
conditions. Although the Tribune 
hasn’t brought the figures up to 
date, he said last week, it is pos- 
sible that recent costs have been 
equal to or even lower than the 
pre-strike level. 

The new contract, providing day- 
time wages of $95.50 and $101 for 
nighttime and third shifts of 
shorter hours, extends to July 15, 
1951, but may be reopened next 
July 15 to reconsider wage scales. 


ws The contract, under a new pro- 
vision, also covers teletype setters, 
which may be operated by com- 
petent union members or outsiders 
who can achieve the necessary de- 
gree of competency. The Chicago 


HOME FURNISHINGS ADVERTISERS 


_ Retailing Dally 


MORI 


UY 


ADVERTISING IN RETAILING DAILY 


THAN THEY DO IN 


NINE OTHER HOME FURNISHINGS 


BUSINESS PAPERS COMBINED! 


THE NATIONAL 
CURTAINS & DRAPERIES « 


LAMPS @ LIGHTING * HOUSEWARES 


or. DAILY COVERING: 
FLOOR COVERINGS . 
* MAJOR APPLIANCES 


FURNITURE & BEDDING 
CHINA @& GLASS 


UPHOLSTERY FABRICS 
GIFTS & DECORATIVE ACCESSORIES 
* RADIOS, PHONOGRAPHS, RECORDS «+ TELEVISION 


union will have jurisdiction over 
teletype machine operations, and 
requires six months’ notice if they 
are to be used in the Chicago 
newspaper shops. 

Reproduction or “bogus” work 
has been curtailed under the new 
pact. Hereafter, only certain ad- 
vertisements, mostly local copy not 
produced within the jurisdiction 
of the union local, must be repro- 
duced. Under old rules, national 
ads had to be reset if they were 
varied only enough to insert retail- 
ers’ names and telephone numbers, 
store slogans, etc. 

Woodruff Randolph, president of 
the AFL International Typogranh- 
ical Union, who had rejected a 
similar “final” proposal from the 
publishers last March, said the ap- 
proved contract conforms to ITU 
laws and “is the best inasmuch as 
the union is still subject to the 
restraints of the Taft-Hartley law.” 
The publishers’ bargaining group, 
pointing out that the agreement 
conforms with provisions of the 
Taft-Hartley statute, declared that 
“this is all we sought before the 
strike began.” 


e Mr. Antrim, who also is presi- 
dent of the Chicago Newspaper 
Publishers Association, said the 
contract has “no double talk in it” 
and fully complies with the federal 
law. “We hope and believe,” he ad- 
ded, “that it will furnish the basis 
for a lasting peaceful relationship 
between the printers and the Chi- 
cago newspapers.” 

The Vari-type operators now 
out of jobs won unanimous praise 
from the publishers, as well as this 
actual help: Those who can will 
be transferred to other depart- 
mental jobs in the mewspaper 
plants; severance pay will be pro- 
vided, and everything will be done 
to help those dismissed find other 
work. The Tribune, which man- 
aged to break previous records for 
both daily and Sunday editions 
during the past year with its Vari- 
type setup, announced it had set 
up a placement bureau for the 
trained workers it must let go. 


ws The Tribune swung over to 
“hot-type” printing in its sports 
section last Wednesday and 
planned to use type in all main 
news sections by Friday. Feature 
pages, the business section and 
metropolitan sections will follow, 
as well as Sunday sections by Oct 
2. 

The News changed over to regu- 
lar type for all editorial matte: 
with the Sept. 23 editions, but said 
it would take until Oct. 3 to com- 
plete the change-over for all ad- 
vertising copy. A similar schedul 
was adopted by the Sun-Times 
with local display advertising to 
be converted by Oct. 3. 


]r. CofC Names Goetting 


Tres Goetting, executive secre- 
tary and public relations chief «' 
the Minneapolis Acquatennial A: 
sociation, has been named chail 
man of the public relations con 


‘mittee of the United States Juni 


Chamber of Commerce. 


15 MILLION 
NEGROES 


MUST EAT AND DRINI 


And they have 10 billion dollars ‘’ 
spend! If you have food, drinks, co - 
metics, liquor or any other produc $ 
to sell, the best way to reach the N - 
gro is through the Negro papers ar! 
magazines he reads with interest ar | 
confidence. Advertising in these pi - 
pers pays big dividends, for the Ame - 
ican Negro is the most loyal custome ° 
in the world. For full information c’ 
this great market, write today t’ 
Interstate United Newspapers, Inc., 54° 
Fifth Ave., N. Y., serving America 
leading advertisers for over a decade 
NOTE: We now have facts compiled by th 
* Research Co. of America on bran 
preferences of Negroes from coast to coas! 
the only study of its kind ever made. Write nov 


for this free information, 
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going to Philadelphia? 
They re going (© Philedeipnis—because they eayry 
and demand the hnes: whisky on (he marker \odey” 
Get Philadelphis scon—tase —learn why more men 
re greng over 10 thus tape quality eheeby mer and mere 


“Good Teste through the Yeers |” 


4 PROOF + 8 GRAIN NEUTRAL SPIRITS + CONTINENTAL DISTELLING CORP. PHELA, PENNA 


LOCALIZED—Continental Distilling Corp., 
Philadelphia, uses local headings in 210- 
line ads like this one, to promote its 
Philadelphia blended whisky in news- 
papers. Al Paul Lefton Co. is the agency. 


Injunction Forces 
McGarvey to Alter 
New Comic Books 


MINNEAPOLIS—An injunction has 
been issued in federal court here 
preventing McGarvey Coffee Co., 
maker of Flame Room coffee, from 
advertising and distributing a 
“Cedric Adams Comic Book,” 
first print order for which was 
250,000 copies. 

R. R. Couch, formerly general 
sales and promotion manager for 
McGarvey, sued the company for 
$6,000 which he claims is due him 
in back pay, and charged that a 
likeness appearing in the comic 
book is damaging to him. He was 
discharged last July after 11 years 
with McGarvey. 

The coffee company and _ its 
agency, Fadell Co., will have to 
block out the likeness and ref- 
erence to Mr. Couch in the books, 
or publish new ones. Adams, Min- 
neapolis Star columnist, is emcee 
of a WCCO radio show spon- 
sored by the coffee company. 


Shifts from AM to TV 


Jacob Reed’s Sons, Philadelphia 
clothing company, on Sept. 17 
shifted its five-year-old “Jacob 
Reed’s Schoolboy Sports Show of 
the Air” from WFIL to WFIL-TV. 
Contract for the half-hour Satur- 
day evening show, to run 26 weeks, 
was handled for Reed’s by E. L. 
Brown Advertising Agency. 


Church TV Service Set 


Young People’s Church of Phila- 
delphia will sponsor a 30-minute 
religious telecast over 11 ABC sta- 
tions starting Oct. 9. Placed through 
J. M. Camp, Fort Wayne, Ind., the 
program will be aired at 9:30 p. m., 
CST, Sundays. 


( Advertisement) 


New Utility President 


% 


N. Bernard Gussett has been elected 
president of Iowa Power & Light 
Sompany, with headquarters in Des 
Moines. Mr. Gussett is a regular Wall 
Street Journal reader. Mr. Gussett and 
33,759 other company presidents who 
are leaders in the fields of business, 
industry and public service are among 
The Journal’s daily reading audience 
of 233,123. These executives are a tre- 
mendous and influential market. You 
advertise to decision-makers from 
coast-to-coast when you put The Wall 
Street Journal at the head of your list. 
It’s the Only National Business Daily. 


Makes Kitchen TV Set 


Motorola Inc., Chicago, will soon 
bring out what it claims is the 
first television receiver designed 
specifically for the kitchen. An ail- 
white model with 7” tube, priced 
at $129.95, it is small enough to be 
moved easily from room to room. 
An accessory portable antenna 
provides good reception in most 
areas, Motorola reports. 


Lamont Uses Cartoons 

Lamont, Corliss & Co. New 
York, has, with its agency, Cecil 
& Presbrey, prepared a two-color, 
12-page manual on “How to Sell 
More Candy.” The Nestle’s candy 
bar maker shows in the booklet 
how grocers should display candy, 
lists holidays and other occasions 
when candy sales reach peaks, and 
the like. 


ECA Issues Booklet 


The Economic Cooperation Ad- 
ministration has issued a new 
booklet, ““The ECA and Small Bus- 
iness,” to help American small 
business men who plan to enter 
the export market under the Mar- 
shall Plan. The booklet explains 
the various methods of organizing 
for overseas trade, listing the ad- 
vantages and disadvantages of each 
method. Copies may be obtained 
from ECA, 800 Connecticut Ave., 
N. W., Washington 25. 


Ad Council Elects Hook 


George T. Hook, publisher of the 
Iron Age, New York, has been 
elected to the business paper ad- 
visory committee of the Advertis- 
ing Council. He replaces Thomas 
L. Kane, who recently resigned 
from Chilton Co. 


Printed labels . . . any size, quantity, 
number of colors . . . with quality and 
delivery assured by newest, finest 
pressroom and finishing equipment. 
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“We Get More Buyers from KANSAS FARMER 
Than Any Other Publication” c. rrep wittiams 
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The well-planned farm in Reno County, Kansas, where Mr. Williams’ herd of 100 head of pure 
bred Ayrshires attracts visitors from many states...and buyers who read Kansas Farmer. 


Like many other Kansas live- 
stock breeders, G. Fred Williams 
of Hutchinson, Kansas, knows 
that Kansas Farmer gets results for 
its advertisers. He says, “When 
buyers come to my farm, I usually 
ask them where they have seen my 
advertising. We get more actual 
buyers from Kansas Farmer than 
from any other publication!” 

There’s a big reason for this 
selling punch and you'll find it on 


every page of Kansas Farmer. A 
strong editorial policy that wins 
readers, holds them and develops 
their confidence ... the sort of 
reader confidence that means 
results for advertisers. 

When you're looking for the 
right way to cover Kansas, don’t 
overlook the unequaled prestige 
of Kansas Farmer. You get an 
audience that is willing to listen 


2 ... believe... and BUY. 


Mr. G. Fred Williams, shown above with one of his 
prize calves, is a member of the executive board of 
the National Ayrshire Breeders’ Association and 
is a past president. He exhibited some of his stock 
at the New York World’s Fair at the Borden 
“Dairy World of Tomorrow”. Mr. Williams has 
been a Kansas Farmer advertiser for 25 years. 


KANSAS FARMER, Editorial and Business Office, Topeka, Kansas 


Published by CAPPER PUBLICATIONS, largest agricultural press in the world. 


It’s KANSAS FARMER S to { 


Display livestock advertising, 1948 


A weekly farm newspaper—4,763 lines** 
** (estimated —no records published) 


— 


— 


Kansas Farme.—40,120 lines* 
*(From Farm Publication Reports, Inc.) 


Another example of Kansas Farmer's position 
as Kansas’ leading farm publication! 
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Charlotte Agency Revamped 


Maynard Edwards, principal 
stockholder, has been made pres- 
ident and treasurer of Kilroy, 
Hague & Atkins, Charlotte, N. C., 
agency, under a_ reorganization 
program. Ray Canady, formerly on 
the sales staff of Prentice-Hall, has 
been named account executive in 
charge of sales. Mrs. Ouida Can- 
ady has been appointed art direc- 
tor. 


Staplex Names Hatch Agency 


Staplex Co., New York, manu- 
facturer of automatic electric stap- 
ling machines, has named G. E. 
Hatch Advertising, Baldwin, N. Y.., 
to handle advertising in business 
papers and by direct mail. 


Flaws in Media 
Data Will Stay, 
Mullen Believes 


Boston—It seems unlikely that 
deficiencies in the reporting of 
media expenditure data~will be 
corrected in the near future, W. H. 
(Moon) Mullen, director of the 
Magazine Advertising Bureau, con- 
cludes in an appraisal of these 
services in the September Harvard 
Business Review. 


EASY CHART 


65¢ 


Reproduction of Genuine Glossy 
Photos in Quantities 


in 500 and 750 QUANTITIES 
(1000 and over .06c) 


————— 


PHOTO-MATIC.C 


~! Phone. WHit ali 4-2930 
853.59 E. Illinole’ Sie Chicage) 


His article, “Measurement of Na- 
tional Advertising,” makes no at- 
tempt to gloss over the defects 
still existing in the collecting and 
reporting of detailed advertising 
data. On the contrary, it points 
up the shortcomings in each major 
category. 

The “large areas” where infor- 
mation is either insufficient or 
lacking, Mr. Mullen declares, in- 
clude spot radio, outdoor and 
transportation advertising, while 
in the newspaper field the lack of 
current dollar figures as a regular 
feature of the available linage re- 
ports is, he says, “a decided handi- 
cap.” 


s Unfortunately, the deficiencies 
won’t be remedied-soon, he says, 
adding: “Certainly, such a cor- 
rection would call for a concerted 
effort on the part of the media 
involved and of the advertising 
agencies and the advertisers using 
those media.” 

Major defects listed by Mr, Mul- 


len include these: 

MaGazInes: Publishers Informa- 
tion Bureau measures only 135 
publications out of 7,000 maga- 
zines and periodicals published in 
the U. S., with about 40 other 
specialized farm magazines meas- 
ured by Farm Publication Reports, 
and “a considerable dollar volume 
is omitted.” Only one-time rates 
are used in space evaluation, and 
only current rates are figured, thus 
ignoring frequency discounts and 
rate changes. 

NewspPaPerRS: Media _ Records 
provides no expenditure data in 
regular reports, its coverage of ma- 
jor cities is “not entirely satisfac- 
tory,” and no linage count is kept 
on cooperative advertising. 


we Network Rapio: PIB’s network 
radio reports do not assign the rel- 
ative cost of advertising two or 
more products of a_ particular 
company on a single program; 
gross time costs alone are reported 
and talent costs are not computed; 
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Guaranteed by > 


Good Housekeeping 


S45 aovennisen TOK 


7» 
a 


Products advertised in GOOD HOUSEKEEPING 


get 


RETAIL STORES run more newspaper linage on products 
as advertised in GOOD HOUSEKEEPING than on prod- 
ucts as advertised in any other national magazine. 


Here are the figures for the first six months of 1949, 


more retail support! 


compiled by The Advertising Checking Bureau, Ine. 


No national advertising is included. The only ads 


counted are retail newspaper ads that refer directly 
to merchandise as featured in a specific magazine. 


— 


—— 


Retail Advertising Linage — January through June, 1949 


Totals for all daily and Sunday newspapers in the United States 


Magazine Referred to in Product Ads 


GOOD HOUSEKEEPING 
Weekly Magazine 

Shelter Magazine 

Women’s Service Magazine—A 


Lines of Retail Advertising Mention 


17,556,114 
6,857,569 
271,563 
528,283 
155,177 
149,067 


} 


_4 


} Women’s Service Magazine—B 
WK omen’s Service Magazine —C 


————E_— 


Why is GOOD HOUSEKEEPING first? Because retailers 


know that women have confidence in the products 


advertised in GOOD 


HOUSEKEEPING and covered by 


the GOOD HOUSEKEEPING Guaranty Seal. 


(Ga 

Guaranteed by > 

Good Housekeeping 
45 aovennst wees 


Actual tests prove that when this magazine name is 


featured, sales go up! 


Thus your products get extra retail support when 
you advertise in GOOD HOUSEKEEPING. 


Women know we give this Seal to no one. The product that has it, earns it. 


(:00D HOUSEKEEPING sells goods 


The Homemakers’ Bureau of Standards, 959 8th Avenue, New York 19, N. Y. 
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WHAT DO YOU KNOW?—Sports ques- 
tions on the neck labels of its bottles 
are featured in this ad, which also backs 
sports news on radio and television in 
areas of Ohio and Michigan where 
Buckeye Brewing Co., Toledo, has dis- 
tribution. Livingstone Porter Hicks, De- 
troit, is the agency. 


regional networks are not in- 
cluded. 

In past years, Mr. Mullen re- 
calls, media advertising data was 
used almost exclusively in pro- 
viding buyers of space and time 
with facts needed for more scien- 
tific media selection, and that use 
“is probably still paramount.” 
However, two additional ways of 
applying expenditure facts have 
developed. 

The first, he continues, “is their 
application by advertising agen- 
cies and advertising managers in 
analyses of more effective ways of 
using a medium, by studies which 
help in deciding the advertisement 
space size necessary or desirable 
in a particular campaign or the 
most effective pattern for sched- 
uling advertising through the year. 

“Finally, there is the increasing 
use of advertising expenditure 
facts in providing sales manage- 
ment with national and regional 
intelligence reports on competitive 
advertising activity. 

“More and more, national adver- 
tisers realize that if all the what, 
when, where and how facts are 
known, answering advertising’s 
many whys is easier.” 


‘Collier's’ Names Wickett 

R. Morley Wickett, formerly 
with Durex Abrasives Corp., New 
Rochelle, N. Y., has joined the 
eastern sales staff of Collier’s. 


SECOND IN SERIES—Outlets in © 
cities and towns throughout the Ch - 
cago Tribune territory were listed 1) 
the full coloroto page advertisement 
placed in the Color Picture section 

the Chicago Sunday Tribune Sept. 1° 
featuring the swashbuckling Gilber 

Originals greatcoat at $85.00. Second i: 
the series used by Gilbert Originals i: 
the Sunday Tribune Color Picture sec 
tion, it was placed by Kuttner & Kutt- 
ner, Inc. (Adv.) 
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Slogans Aid Fight 
vs. Nationalization 
of Sugar Industry 


Lonpon—With a series of slo- 
gans on its cartons, Tate & Lyle 
Ltd., Britain’s leading sugar re- 
‘iner, has launched a campaign, 
ingle-handed, to prevent nation- 
Jization of the sugar refining in- 
iustry. 

Up until early 1949, the com- 
any, whose volume exceeds $300,- 
00,000, had done no advertising. 
ts carton gave only the produc- 
er’s name and a modest tie-up 
aying: “Buy Lyle syrup.” 

But when it was disclosed in 
June that the Labor Party in- 
tended to nationalize sugar if it 
is returned to power in the next 
election, Lord Lyle, president of 
the company, decided it was time 
to make the industry’s voice heard. 


s In addition to a leaflet ad- 
iressed to housewives, Tate & Lyle 
ilecided to carry on its anti-na- 
tionalization campaign by means 
of the sugar cartons themselves. 
Two slogans were printed on each 
wrapper, with the slogans selected 
from among 600 submitted by com- 
pany workers. 

Of the suggestions, 
been used to date: 

Tates NOT State. 

If your hopes for sugar lie in 
State, it’s your funeral. 

Untouched by hand—Hands off 
sugar. 

Keep the “S” out of Tate. 

The company also adopted a 
“Mr. Cube” as its advertising 
spokesman, who voices the opinion 
that if sugar is nationalized con- 
sumers can expect it to be of 
worse quality, more expensive, and 
available in a smaller range. 


four have 


s Tony Tate, one of the directors 
of the company, explained that 
the consumer campaign “is not a 
matter of anti-government or even 
anti-Socialist propaganda.” He 
said it is “simply the expression of 
opinion of an industry fighting 
for its freedom, and we would be 
equally strong if any other gov- 
ernment or party threatened a 
similar action.” 

Trade union workers employed | 
by Tate & Lyle, although closely 
aligned with the Labor party, have 
found no fault with the campaign, 
holding that sugar refining is not 
a suitable industry for nationaliza- 


Looking for Unusual 
Christmas Gifts? 


ecial gift package of 12 extra-fancy 
nbo artichokes, from Carmel-by- 
‘-Sea. Guaranteed to arrive fresh, 
ywhere in the U. S., on any speci- 
1 date. Recipe booklet enclosed. 
49 each. Lovers of food delicacies 
ig the praises of this unusual gift— 
e answer to any company’s Christ- 
as list. Just send complete names 
id addresses with remittance to 


TOM JONES 


Box 356, CARMEL, CALIFORNIA 


tion. Other interests have heaped 
congratulations upon the company 
for using the slogans to fight the 
industry cause. 

Tate & Lyle refines and handles 
53% of all the sugar consumed 
in Britain. The remainder is han- 
dled by five other companies and 
the British Sugar Corp., a gov- 
ernment-created organization. 


Franklin Joins Miller 

William Franklin, formerly sta- 
tion manager of Station WMMW, 
Meriden, Conn., has joined Miller 
Advertising Agency, New Haven, 
Conn. 


Preco Moves Offices 

Preco Inc., maker of Presco hy- 
draulic presses, has moved its of- 
fices and factory to 6300 E. Slauson 
Ave., Los Angeles. 


Kodak Names Rumrill 


Eastman Kodak Co., Rochester, 
N. Y., has named Charles L. Rum- 
rill & Co., Rochester, to handle a 
portion of its trade, professional 
and industrial advertising, effec- 
tive Jan. 1, 1950. The following 
campaigns will be handled by 
Rumrill: Retail drug and photo- 
graphic trade advertising; portrait 
and commercial photographic ad- 
vertising; graphic arts; chemicals, 
and certain specialized scientific 
and industrial products. 


IBM Promotes Learson 


T. Vincent Learson, district man- 
ager in Detroit, has been named 
sales manager of the electric ac- 
counting machine division of In- 
ternational Business Machines 
Corp., New York. He succeeds Gor- 
don P. Lovell, who has been ap- 
pointed dean of the IBM School 


in Endicott, N. Y. Oliver Walker 
has been appointed assistant elec- 
tric accounting machine manager 
in the New York sales office. Paul 
F. Steinkuller, IBM manager of 
customer engineering in Chicago, 
has been named assistant IBM 
manager of customer engineering, 
with headquarters in New York. 
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The AMERICAN LABEL CO. 


2435 Worth Sheffield Ay 


For Your Point 


400 
230 


CO. 


FRAME YOUR DISPLAY ADS Well Styled Frames 


fications. The facilities of the most versatile picture 
frame, woodworking and finishing plant in the country 
are available to help you solve your display problems. 


of Purchase Displays To Your Speci- 


N. MAY ST. 
5th AVE. 


* CHICAGO * MO 6-4411 
* NEW YORK * MU 9-7686 


Then Jamison said... 


and company 


$90 aie 


“You need Weed, Sir!” 


san fra 


new york -. 


circulation.” 


boston ° 


atlanta 


ncisco . 


chicago . 


At lunch the other day our man Jamison met a very 
worried station manager. In advertising’s best anonymous 


tradition we will call him Station Manager A. 


“T hear a lot of talk these days about economic recession,” 
Manager A was saying. “I don’t necessarily believe it, but 

I hear it. I hear that the honeymoon is over, that the buyer’s 
market has arrived, and that advertisers are getting more 


careful every day about how they spend their appropriations.” 


“True in part,” said Mr. Jamison. “But let’s look at the 
bright side. The fact that both buyers and advertisers are 
becoming more careful improves your competitive position. 
You have a good station in a good market. And Spot Radio, 
the major product you have to sell, is admittedly one of 

the most economical and profitable forms of advertising 
ever devised. It is the medium smart advertisers prefer when 


they want to pinpoint their markets and avoid all waste 


“Then why is my station losing money?” the manager asked. 


“If you don’t mind my saying so,” Jamison replied, “you 
are improperly represented. Spot Radio should be sold as 


carefully as it is used...You need Weed, sir! 


“IT have been employed by this fine organization for some time. 
We are doing more business for a// of our clients than ever before. 


And there's no reason why we can't do the same tor you.” 


vadio and television 
station representatives 


detroit 
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Canada to Launch 
Red Feather Drive Oct. 1 


The annual Red Feather drives 
for local community chests will 
be conducted in 39 Canadian cities, 
beginning Oct. 1. Each city will 
sponsor its own newspaper adver- 
tising. Window cards, outdoor 
posters and street car cards also 
will be used. A motion picture 
trailer, featuring the Canadian 
comedians, Wayne and Shuster, 
will be supplied. 

Carl Reinke, manager of the 
public relations bureau of Cana- 
dian Industries Ltd., Montreal, is 
national chairman of the chests 
and councils division, and Winston 
McQuillin, of Cockfield, Brown 
& Co., Toronto, is acting chairman 
of the national radio committee. 
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Electrical Publications 
Appoints Thomson V. P. 


J. H. Thomson, who has been 
manager of the product advertising 
and sales promotion departments 
of Westinghouse 
Electric Corp. 
since 1946, has 
been named vice- 
president of Elec- 
trical Publica- 
tions Inc., making 
his headquarters 
in Cleveland. He 
also will have 
sales responsibil- 
ities in the Cleve- 
land district. 

The company 
publishes Elec- 
tric Light & Power and Electrical 
Dealer. 


J. H. Thomson 


Appoints Casler, Hempstead 


The Rochester office of Casler, 
Hempstead & Hanford has been 
appointed to handie advertising of 
Rochester Gas & Electric Corp., 
coke sales division. Local news- 
papers, radio, television, car cards, 
posters and direct mail will be 


used. 7 


Live ‘Dummies’ Sell 
Mary Muffet Clothes 


in Stores’ Windows 


Sr. Louis—Window shoppers in 
selected cities throughout the 
country are doing a_ skeptical 
“double take” when they stop to 
look at displays of Mary Muffet 
dresses and see several of the 
“dummy” models suddenly come 
to life. 

The shoppers’ surprise is due to 
the Mary Muffet masks and wigs 
worn by both real and dummy 
models. The plastic masks, de- 
signed by Kentheon Arts, St. Louis, 
to promote the Mary Muffet line, 
have been used since last April 
in connection with style shows 
given at Miller Bros. Co., Chat- 
tanooga; The Vogue, Marion, Ind.; 
Rike-Kumler, Dayton, and D. H. 
Holmes Co., New Orleans. 


ws Once a crowd starts to gather 


? 


‘HAVE A COKE’—Mary Muffet models who pose with the dummies in a window dis- 

play at Rike-Kumler, Dayton, startle window shoppers by suddenly “coming alive.” 

They’re wearing Mary Muffet masks and wigs designed by Kentheon Arts, St. Louis, 
to promote the line. 


in front of a store window, the 
models wave, curtsy, pirouette, 


drink Cokes and clown while the 
shoppers block traffic and gawk 


>> 


Jase-history cards give a continuous record of purchases 


by a scientifically 


can help you see behind the totals, to measure sales trends 


A FAMILY OF TWO in Cincinnati. 


sy 
<TR es 


chosen sample of 5000 homes 


This Miniature America 


against today’s new opportunities 


Your Merchandising Department can 


The J.W.T. CONSUMER PANEL 


Y 
_~ 


A family of seven in Louisiana. Other 
families in big cities and on farms, 
near the country club and on the 
wrong side of the tracks... 


These families— 5000 of them — tell 
us every month what they bought, 
where they bought it, what they paid. 
Sixty thousand written reports a year 
... cards carrying more than 2,700,000 
purchase entries! 

That’s the way the JWT Consumer 
Panel brings to life a market story 
which can be uncovered in no 


measure accurately (and promptly!) 
whether deals or premiums actually 
are attracting new customers... and 
how many new customers you hold. 


Your Product Manager gets an im- 


mediate picture of whether the 
ultimate consumer votes yes or no 
on your new products, or new pack- 
ages, or new sizes. 


And Management, as the experience of 


clients has proved, can be warned in 
time of problems which otherwise might 
not even have been suspected! 


offers these unique advantages: 


1. The base is a 5000-family sample of the 


whole United States, covering all fam- 
ily types and all marketing areas. 


The monthly reports from these fami- 
lies are based not on opinion, not on 
memory ... but on FACT as recorded in 
a daily diary. 


. Every purchase (of the products in- 
cluded) is recorded, and the place of 
purchase shown . . . including major 
chains, syndicate stores, house-to- 
house, cooperatives, etc. 


other way. 


How is this story used? 


Your Sales Manager, for example, can 


The Consumer Panel is only one of 4 
the many unusual services available 
to our clients. May we tell you more 
about it? There is no obligation, of 
course. -J. Walter Thompson Company, 


Because t 
record of t 
families, t 


histories .. . 
the facts on repeat sales, results from 


he results are a continuous 
he buying habits of the same 
hey can be analyzed as case 
which mirror accurately 


be certain that your product is stocked 
and moving in the outlets where peo- 
ple are buying most of your kind of 
merchandise. 


Cross-tabulation of figures from the Panel reports 
gives clients not only exclusive sales facts, 
but dependable TREND LINES for these facts. 


420 Lexington Avenue, New York 17, 
N. Y. Twenty-two other offices in 
strategic cities around the world. 


deals and premiums, etc. 


. This information is available to one man- 
ufacturer only in each product field. 


at a windowful of Mary Muffet 
clothes. 

“The only trouble is that we 
have many more requests for use 
of the masks than we can pos- 
sibly fill,’ said Russell L. Sparks, 
advertising manager of the Mary 
Muffet house. 

Similar masks were designed for 
Mary Muffet store dummies by 
Lester Gaba in 1941 and used until 
1944, but last year it was decided 
to construct masks that live models 
could wear. Kentheon Arts’ Hy- 
man brothers—Ken, Ted and Herb 
—made the new masks of the same 
kind of plastic material that’s 
used to construct artificial limbs. 


a The masks, which bear a strong 
resemblance to designer Mary 
Muffet through no accident, also 
are used on mannequins who as- 
sume dummy poses in front of 
junior dress departments and near 
elevators, then suddenly “come 
alive” when a shopper stops to 
look, or who walk through the 
store carrying placards that ex- 
plain they’re wearing a Mary Muf- 
fet dress. 

The masks have boosted store 
sales, Mr. Sparks is convinced. In 
New Orleans, for example, they 
were used in a contest to choose 
the “Mary Muffet girl.” Contest- 
ants wore the masks in a style 
show at the Holmes’ department 
store, Miss Muffet made a per- 
sonal appearance, and the dress 
line and masks were featured in 
the store’s advertising. Holmes 
sold 200 Mary Muffet dresses in 
two days, and sales the following 
week were well above average, 
Mr. Sparks said. 


Brink Succeeds DeGroot 
at ‘NY Journal-American’ 


Kurt R. Brink has ‘succeeded 
John F. DeGroot as national ad- 
vertising manager of the New Yor! 
Journal-American, a post withir 
Hearst Advertising Service. Fo! 
the past five years he has been 
a member of Hearst Advertising 
Service’s New York sales staff 

Mr. Brink has been with Hears' 
newspapers during his 22-yea: 
business career. He joined the re- 
search and marketing departmen' 
of the Chicago Herald-America’ 
after graduating from Northwest- 
ern University. Promoted to man- 
ager of that department, he late: 
went to New York for a simila) 
assignment with the New Yor! 
Journal-American. 


Quinn Maps Newspaper Drive 


K. J. Quinn & Co., Malden, Mass 
will launch a newspaper campaig 
this fall for Quintone Scuffy, 
liquid shoe refinisher that polishe 
and shines at the same time. Tele 
vision and radio will support th« 
newspaper drive. Ingalls-Miniter 
Boston, is the agency. 


Manuel Joins Brother 

Kenneth G. Manuel, formerly 
with the Detroit News, WWJ and 
WWJ-TV, has joined D. P. 
Brother & Co., Detroit agency. 
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Purolator’s Drive 
Built on Large Ads 


Newark, N. J.—Purolator Pro- 
ducts Inec., manufacturer of oil 
filters for automobiles, has begun 
its fall sales promotion with local 
retail advertising built around 
arge-space, two-color advertise- 
nents in consumer, farm and auto- 
notive business publications. 

Distributed to wholesale distrib- 
itors, jobbers and dealers, Puro- 
ator’s sales promotion material is 
ased on the theme, “It’s fall 
hange-over time,” and includes 

new sales piece for dealers ex- 
plaining point-of-sale selling tech- 
iiques with emphasis on engine 
parts subject to damage by grit in 
dirty oil. 

“Which car has the Purolator?” 
is the title of a new mailing piece 
to be addressed to customers from 
dealers. New window displays and 
streamers are keyed to the fall 
season, as are newspaper mats and 
spot radio scripts. 

Purolator’s fall print schedule 
includes Country Gentleman, Life, 
Popular Mechanics, Popular 
Science, Time, The Saturday Eve- 
ning Post and Successful Farming. 

Five different campaigns will 
be conducted for as many classi- 
fications of business papers on the 


fall schedule. Twenty business 
publications will run Purolator 
insertions. 


J. Walter Thompson Co. is the 
agency. 


‘Esquire’ Launches Drive 


Esquire has launched a drive 
based on the theme of “the service 
magazine for men.” The campaign 
will run through next June in 
business papers and newspapers, 


including the Philadelphia In- 
quirer, Boston Herald Traveler, 
Detroit Free Press, New York 


Times and Chicago Tribune. Len- 
nen & Mitchell is the agency. 


Bruck Agency Names Gold | 


Franklin Bruck Advertising 
Corp., New York, has appointed 
Herbert A. Gold, formerly presi- 
dent of Gold’s Drug Stores, as 
merchandising director on pack- 
age goods accounts. 


Expands Wine Campaign 

Browne Vintners Co., New York, 
has extended its Barton & Guestier | 
wine campaign into newspapers | 
in the West and Midwest, after a 
successful New York drive. Charles 
Jay Co., New York, is the agency. 


THERE’S CONCENTRATED 
BUYING POWER IN 


WINSTON-SALEM 
LOOK AT THE EVIDENCE 


1948 
RETAIL SALES 


$107,981,000* 

SINCE 1940 AN INCREASE 
OF 

270% 


*SALES MANAGEMENT 1949 
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Warren Joins Y&R 


Young & Rubicam, New York, 
has named Ralph Warren pro- 
ducer-director of the Fred War- 
ing video show, sponsored by Gen- 
eral Electric Co. on CBS. Mr. War- 
ren formerly directed “Stop the 
Music” on ABC-TV. 


Joins Kenyon & Eckhardt 

Sylvan Taplinger has been 
named radio-television talent 
buyer of Kenyon & Eckhardt, New 
York. Formerly an independent 
producer, she replaces Ben Bodec, 
who resigned. 


Retains Fred Lange Agency 

American Chronoscope Corp., 
Mount Vernon, N. Y., manufac- 
turer of electronic chronoscopes, 
has retained Fred Lange Asso- 
ciates, New York, to handle adver- 
iising and promotion. 
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Canadian Marketer 


Directs Ad Appeals 
on Washer to Males 


BRANTFORD, ONT.—Brantford 
Washing Machines Ltd. will aim 
its fall and winter magazine cam- 
paign on Locomotive washers to 
both men and women. 

In what is probably the first 
Canadian use of the two-color 
split half page (ads in the out- 
side columns, editorial material 
in the center), Brantford will use 
separate illustrations of husband 
and wife to stress ease of use and 
economy. 

The split copy has been sched- 
uled to run in Chatelaine, National 
Home Monthly and La Revue Mo- 


derne. In addition, English and 
French newspapers and farm pub- 
lications will show both husband 
and wife commenting separately 
on principal attractions of the ma- 
chine in the same ad. 

Direct mail material, mat ser- 
vice and point-of-sale material 
completes the package, directed 
by Tandy Advertising Agency, 
Toronto. 


Gift-Pax Changes Address 


Gift-Pax, sampling service for 
manufacturers reaching new moth- 
ers in hospitals, has moved from 
14 E. 23rd St. to larger quarters 
at 226 Lafayette St., New York. 


‘Mademoiselle’ Adds Edlund 


Street & Smith Publications, New 
York, has added Richard Edlund, 
formerly with Conde Nast Publica- 
tions, to the eastern sales staff of 
Revises Directory Mademoiselle. 

Newspaper Advertising Service, 
Chicago, has issued a revised ed- 
ition of the “1949 National Direc- 
tory of Newspapers.” The new ed- 
ition brings up to date the rates 
and circulation figures on 8,900 
weekly, semi-weekly and tri- 
weekly newspapers throughout the 
country. The directory is available 


America’s first engraver 


Revere 


Tate. 
ww 


712 FEDERAL STREET © CHICAGO 5 


at $3 a copy. Phone WAbash 2-8816 


KELLY-SMITH COMPANY 
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INKING AMERICA 


IS THE BEST DEFENSE 
OF THE NATION 


For further details—call, wire or write Houston Boyles, Advertising Manager, 
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In these tense and swift-moving times, 

it is confusion of ideas that constitutes our 
gravest weakness — a weakness which 

can undermine the security of each of us, and 
of the nation as a whole. 


The Reporter, a new and solidly launched 
magazine, cuts through this confusion by its 
rounded analysis of one important problem 

in each issue — plus a stock-taking of 
developments here and abroad. 


Investigate this new medium that reaches 
alert men and women of established influence , 
and at the same time helps toward the 
urgent goal of an enlightened citizenry. 


Why not send, on business stationery, for your compli- 
mentary copy. of the August l6th issue on “The Soviet 
Man’’—the widely quoted, much discussed issue which was 
the source for the entire editorial of the New York Daily 
News (August 22)—in which they said—“‘we're indebted to 
the new and enervetic biweekly magazine, The Reporter.” 


The Reporter . 
220 East 42nd Street, New York 17, N.Y: 
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Joins Keanan & Eickelberg 

Edward E. Loveton has joined 
the Los Angeles sales staff of Kea- 
nan & Eickelberg, advertising rep- 
resentative. He had been an ac- 
count executive of John Freiburg 
& Co. for the past three years and 
before that was in the New York 
office of Benton & Bowles. 


Foster Appoints Ball 

Robert W. Ball, formerly with 
Vickers & Benson, Toronto agen- 
cy, has been named account exec- 
utive in the Toronto office of 
Harry E. Foster Advertising. 


Phillips-Jones Starts Drive 

Phillips-Jones Corp., New York, 
through Grey Advertising Agency, 
has launched a magazine campaign 
for the Van Heusen Century shirt 
with a spread in the Sept. 19 Life. 
Single pages are scheduled through 
Dec. 17 on alternate weeks in Col- 
lier’s and Life. 


Gets Paint Account 

Arthur F. Brown Associates, 
Boston, has been retained to han- 
dle the advertising of W. J. Lynch 
Paint & Varnish Co., East Provi- 
dence, R. I. Newspapers, trade pub- 


lications, direct mail and coopera- 
tive ads will be used to promote 
its Superlynch White “Self Clean- 
ing house paint.” 


Wrisley Launches Campaign 


Allen B. Wrisley Co., Chicago 
soap and toiletries manufacturer, 
is running a new fall campaign in 
45 dailies in as many cities across 
the country for its Superbe soap, 
bath crystals, pine bath oil and 
crystal bath bubbles. The drive, 
through Earle Ludgin & Co., Chi- 
cago, also is using two color half- 
pages in Esquire, Life and Look. 
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TOTAL ADVERTISING * 


CHRONICLE 


“CHRONICLE 


GENERAL ADVERTISERS* 


. 16,696,420 Lines 
. 11,408,657 Lines 
4,916,262 Lines 


. 9,662,355 Lines 
6,713,029 Lines 
3,176,033 Lines 


(including automotive and financial) 


CHRONICLE 


CLASSIFIED ADVERTISERS* 


CHRONICLE 


2,900,682 Lines 
1,887,041 Lines 
890,039 Lines 


4,085,667 Lines 
2,763,129 Lines 
820,796 Lines 


“MEDIA RECORDS ~— first six months of 1949 


Such continuous, impressive leadership is the 
strongest evidence of The Chronicle's result-getting 
abilities for advertisers of every type. 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY 
Advertising Director 


M. J. GIBBONS 


National Advertising Manager 


THE BRANHAM COMPANY 


National Representatives 


FIRST. IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 36 CONSECUTIVE YEARS | 
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Block Drug Co., Jersey City, 
N. J., is spending several millions 
on advertising its products this 
|year, with approximately more 
than $3,000,000 earmarked for 
Amm.-i-dent pro- 
motion alone. 
And manipulat- 
ing this budget is 
George Abrams, 
who at only 31 is 
advertising man- 
ager of the com- 
pany. 

Mr. Abrams, 
despite his youth, 
has had a num- 
ber of jobs in a 
number of fields. 
But his varied experience has all 
given him further equipment for 
the post he now holds. And, in 
the process of getting there, he 
may have set some kind of a rec- 
ord for the number of “assistant” 
positions he held on the way. 

His first job, in 1934 after high 
school, was as reporter on the 
Daily Courier, Orange, N. J. Here, 
typically, Abrams acquired experi- 
ence which he later put to use in 
other fields. Assigned to write a 
children’s column, he built up quite 
a following as “Uncle George,” 
the kids’ counselor. Abrams liked 
the role and made a success of it. 
Only drawback was that, being 
only 16 himself, he couldn’t ap- 
pear in person before his follow- 
ing. So his only contact with them, 
apart from the column, was by 
mail. When some persistent young- 
ster came to the shop and de- 
manded to see him, Abrams would 
disappear and another fellow, who 
managed an avuncular look be- 
cause of a goatee, would pinch-hit 
as “Uncle George.” 


George Abrams 


s Getting to know the ways and 
vocabulary of youngsters, Abrams 
says, has repeatedly come in handy 
at unexpected times. Right now, 
for instance, at Block, he is bring- 
ing it into play on an educational 
film which the company is pro- 
ducing. 

Shedding his “Uncle George” 
| byline after two years, Abrams 
went with National Biscuit Co. as 
an office boy in the advertising 
department. Soon he became what 
someone called “an all-around as- 
sistant to everyone in the depart- 


You Ought toKnow... 


George Abrams 


ment.” This status, though vague, 
introduced him to consumer and 
market research, publicity, point 
of sale and general ad department 
operation, with the result that, 
four years later, he was made as- 
sistant to the director of public re- 
lations. 


s Before this, in 1936, Abrams 
had made his decision on where he 
was going. He began studying for 
a B.S. degree in marketing at 
night and, as well, boned up on 
advertising techniques through 
correspondence school. In 1941 he 
entered the drug field, joining the 
Anacin Co., a division of American 
Home Products. A year later he 
was supervisor of the sales and 
advertising office, and this led to 
another assistant spot, that of 
right-hand man to R. G. Rettig, 
advertising manager. 

At this point, Abrams was mak- 
ing good progress in the right di- 
rection, but the war interrupted 
his advance. He enlisted in the 
Navy in 1942, and came out a 
lieutenant, j.g. 

His first postwar job was with 
the Whitehall Pharmacal division 
of American Home, where he was 
public relations manager. This was 
followed by the post of product 
manager of several of the com- 
pany’s leading ,items plus some 
new products. During this time, 
1945 to 1947, Abrams got what he 
called “a soap-opera education.” 


ws Having acquired this, he left to 
become assistant to the vice-pres- 
ident in charge of merchandising 
at Eversharp. This title soon 
changed to assistant merchandis- 
ing manager, then to director of 
market research. In this post he 
developed many displays and mer- 
chandising ideas which pushed the 
Schick Injector fashion razor, ball 
point pens, and the Schick In- 
jector razor. 

Meanwhile, he was still study- 
ing and in 1947 received his degree 
in domestic marketing, magna cum 
laude, from New York University. 
That same year he took over as 
| advertising manager of Block 
Drug, supervising the budget for 
| such products as Polident, Poslam, 
|Omega Oil and others. 


ws Though he can’t look back over 


All Advertising 


Succeeds or Fails 


at the 


POINT OF 


PURCHASE 


TOPFLIGHT TAPE CO. 
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Point of Purchase Advertising Institute 
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a long road, Abrams has arrived at 
a favorite phrase to describe his 
concept of promoting drug prod- 
ucts. 

“First,” he says, “test, test, test. 
Then ride, ride, ride!” As he points 
out, “it costs so little to determine 
the right method and, once you’ve 
got it, you can give it everything. 
Also,” he adds, “this technique has 
he further advantage of learning 
omething from testing one product 
hat can then be applied to an- 
ther product. It’s not unusual for 
is to have six test campaigns going 
it once, and this method benefits 
uur old products as well as the 
1ew.” 


s Abrams came into the company 
at an exciting time, since Amm-i- 
dent powder came along in 1948, 
was launched last February, and 
, month later was reportedly the 
fourth ranking dentifrice in the 
U. S. Amm-i-dent paste teed off in 
the middle of the year, with full- 
page and 1,000-line ads in more 
than 200 newspapers, local and 
regional spot radio, full pages in 
the August and September issues | 
of many magazines, and on the 
Burns and Allen radio show. 

Moving along in the center of 
all this, Abrams has taken his 
added responsibilities in stride. He 
hasn’t lost weight, he’s still a 
happily married man, and he’s 
completed his thesis for an M.A. 
in business administration. On the 
marketing of drug products, of 
course. 


AAAN Schedules Meeting 

Affiliated Advertising Agencies 
Network will hold its annual meet- 
ing in New Orleans during the 
week of Oct. 17. 


Chicago Agency Moves 

Coventry, Miller & Olzak, Chi- 
cago agency, has moved its offices 
from 75 E. Wacker Dr. to 212 E 
Ontario St. 


As a user of Words 
You will be inspired 
By the Words of.... 


\ MAN WIIO MADE A FORTUNE 
WITH WORDS, NAMES AND MEN 


as he tells vou of his business experi- 
ence and philosophy in his fascinating 
hook “Teacher of Business.” 
(his man who built one of America’s 
most successful business publishing 
houses — The McGraweHill Publishing 
Company — is none other than James H. 
\IeGraw. 
lhe size of this book is 6% x 9% — 
!' is bound in a beautiful green simu- 
ted leather with title and sub title 
printed in gold ink on the front cover. 


\n autographed photograph of Mr. 
\leGraw worth framing is reproduced 

ona front inside page. This book will 
iake a useful, permanent addition to 
ur business and home library. 


$ 19° 


per copy 


.dvertising Publications, Ine. 
10 E. Ohio St. Chicago 11, Ul. 


ILL IN AND MAIL THIS COUPON 
TODAY 


dvertising Publications, Inc. 


iv, 922 

0 E. Ohio St., Chicago 11, IL. 
entlemen: 

lease send me....copies of “Teacher 


' Business”. Enclosed is $.......... 


Crown Zipper Runs 


One Consumer Ad 


New YorK—Spool Cotton Co., 
manufacturer of Crown slide fast- 
ners, is promoting fall sales of 
zippers with a contest in which 
the first prize is a Ford convertible 
or any custom model selected. 

Promotion has been directed 
through business papers during 
July and August, but Sept. 18 a 
full-page color insertion appeared 
in The American Weekly. A 
spokesman for the company told 
AA that present plans do not in- 
clude further consumer promotion. 

To enter the contest, Crown cus- 


gts, 
because ...,”’ and mail an official 


entry blank from an authorized 
dealer together with a Crown de- 
sign from the zipper envelope. 

Entries will be judged by the 
Reuben H. Donnelley Corp; clos- 
ing date has been set for Nov. 1. 

Other prizes being offered by 
Spool Cotton include a $1,000 fur 
coat as second prize, and a RCA 
Victor television set for the third 
place winner. 

Kenyon & Eckhardt is handling 
the account. 


Wagner Opens Own Office 


Irvin J. Wagner has resigned as 
vice-president and manager of the 
Chicago office of Olian Advertis- 


cies and advertisers and to pack- 
age television and AM radio pro- 
grams. He has been retained by 


i. at 


57 


Olian as a consultant. Mr. Wagner 
has his office at 75 E. Wacker Dr., 
Chicago. 


tomers need only to complete the 
statement, “I like Crown zippers 


ing Co. to form his own business 
as a consultant to advertising agen- 
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Gibson Sells Home Appliances 


By Movie Thee 
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SPOT MOVIE ADS in theatres sell Gibson refrigerators, home 
freezers and ranges for local dealers. Produced like Hollywood 
shorts, with professional direction and professional actors, Spot 
Movie ads provide the only national medium that sells by demon- 
stration — sight, sound, action —in color or black and white. 


ACTION demonstrates special advantages of Gibson appliances. 
Movie ads are adaptable to your sales approach. You can use them 
in selected markets or on a national scale in over 13,000 theatres — 
in big cities and small towns, You can use them with or without 
local distributor or dealer signatures. 


re Demonstrations 


Advertising Agency: W. W. Garrison & Co. 


LIKE A STORE DEMONSTRATION, specially staged, Gibson 
Spot Movies in theatres get across the features of Gibson products 
while prospects are relaxed, receptive. They guarantee virtually 
100%, attention because they are like a movie short in the theatre's 
program. Each carries the name and address of the local dealer. 


PRODUCED with professional skill, Gibson Spot Movies are also 
professionally distributed. Movie Advertising Bureau Members 
sign up the dealers, help them select theatres, create the “trailers” 
which show the local store’s name, and handle scheduling and bill- 
ing. Bureau Members can do the same for you. 


ATTENTION ADVERTISING EXECUTIVES! Get all the facts about Spot Movie Advertising. Call or 
write for your free copy of The Story of the $100,000 Continuing Study of Theatres for Movie Advertising. 
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VIE ADVERTISING 


NATIONAL OFFICES 


NEW YORK CHICAGO 
70 E. 45th St. 333 N. Michigan Ave. 
®) Phone: MUrray Hill 6-3717 Phone: ANdover 3-3022 


KANSAS CITY CLEVELAND 
2449 Charlotte St. 460 Leader Bidg. 
Phone: Harrison 5840 Phone: Main 9333 


NEW ORLEANS 
1032 Carondelet St. 
Phone: Magnolia 4545 


SAN FRANCISCO 
870 Market St. 
Phone: YUkon 66164 

MEMBER COMPANIES 
UNITED FILM SERVICE, INC. * MOTION PICTURE ADV. SERVICE CO., INC. 
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Ad Council Names Hardy 


Ralph W. Hardy, director of 
the audio division of National As- 
sociation of Broadcasters, has been 
elected to the Advertising Coun- 
cil’s board of directors. He re- 
places A. D. Willard, former ex- 
ecutive vice-president of NAB. 


Rippey Names Whitney 

Robert C. Whitney, formerly in 
the advertising department of 
Gates Rubber Co., has been named 
an account executive of Arthur G. 
Rippey Co., Denver agency. 


DeCicco Joins Verne Smith 


Frank DeCicco has joined the 
sales staff of Verne Smith Inc., 
Chicago, artists’ representative. 


Ad References to 
Government Should 
Be Cleared: NBBB 


New YorK—Advertising that 
refers to the U. S. government, its 
personnel, equipment, purchases, 
tests and inspections of certificates 
should be cleared with the ap- 
propriate government department 
in advance of use, according to a 
report on “Reference to Federal 
Agencies in Advertising,” issued 
by the National Better Business 
Bureau. 

The report discusses the latest 
policies of the National Bureau 
of Standards, U. S. Department of 


OF ‘ 


PASADENA 


Nursery 
ADVERTISERS 


Year in and year out The Pasadena 
STAR-NEWS has been overwhelm- 
ingly chosen as their #1 advertis- 
ing medium. 


Each week approximately 40 local Garden and Nursery 
advertisers use The Pasadena STAR-NEWS Sunday 
Garden Section to reach their customers throughout the 
rich San Gabriel Valley. 


PASADENA 


ISTAR-NEWS 


THE NEWSPAPER OF THE SAN GABRIEL VALLEY — 


Represented Nationally by Cresmer & Woodward, Inc. 


NEW YORK * CHICAGO ¢ DETROIT * SAN FRANCISCO * LOS ANGELES 
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and Thread Picker 


Two tools in one with RIP-A-STITCH! 
The curved prong picks out the thread, 
the fine steel blade rips the seam— 
neatly—quickly—SAFELY. 


MILADY THANKS YOU—Your prod- 
uct—your business—everytime she uses 
the easy finger saving RIP-A-STITCH, 
with your name or product printed on the 
attractive plastic handle. 


YOUR NAME IN “‘SAFE’’ HANDS— 
Goodbye to cui, scarred fingers—the 
RIP-A-STITCH is the modern safe way 
to rip seams, to pick or to cut threads. 
Safe in the hands—safe in the home. 


Constantly used. Constantly appreciated. ‘ 


Unsinger AP Corporation 
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Agriculture, Food and Drug Ad- 
ministration, Public Health Ser- 
vice, White House and Atomic 
Energy Commission, among others. 
It is published as a supplement to 
the bureau’s “Do’s and Don’ts in 
Advertising Copy,” after several 
months of research. 

Pointing out that “without ex- 
ception, the federal departments 
and agencies surveyed do not au- 
thorize advertising representations, 
and that they do not approve or 
recommend a particular product 
over any other,” Allan E. Back- 
man, NBBB editor of “Do’s and 
Don’ts,” said that “as a general 
rule, any claim of governmental 
approval is objectionable, as is 
the use in advertising of govern- 
ment tests of products. 


a “However,’ Mr. Backman ad- 
ded, “under certain circumstances 
it is often permissible for an ad- 
vertiser to claim that a product 
complies with specific government 
standards, or is federally inspected, 
certified or licensed, or, in the 
case of food, is of a specific govern- 
ment grade, if subject to continu- 
ous inspection. 

“Such claims,” he said, “must 
be based upon facts and should 
not be made, even though factual, 
if they contain misleading impli- 
cations and, particularly, if they 
imply government endorsement. A 
truthful statement that a govern- 
ment agency uses an advertised 
product may be permissible. But 
under certain circumstances even 
factual statements of use may be 
deemed objectionable for security 
or other reasons. Hence the de- 
sirability of checking with the 
government agency involved in all 
cases.” 


Publicity Club Elects 


Ralph E. Johnson, assistant su- 
perintendent of public relations of 
Western Electric Co., has been 
elected president of the Publicity 
Club of Chicago. Other officers 
are: Robert B. Johnson, sales pro- 
motion manager of the Merchan- 
dise Mart, Ist vice-president; Mil- 
dred Bruder, public relations di- 
rector of the Chicago Public Li- 
brary, 2nd vice-president; William 
G. Bishop, regional public rela- 
tions director of Metro-Goldwyn- 
Mayer Pictures, 3rd vice-president; 
Evelyn Nelson, publicity director 
of the Blackstone Hotel, secretary. 
and Jim Hanlon, public relations 
director of WGN, treasurer. 
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The Eye and Ear Dept. 


The minute spots on the platter programs make fascinating 
listening—for here is a tiny spot of radio time into which some- 
body has to pack as much sell as can be gotten in. There’s no 
opportunity for warm-up, for setting the stage, for conditioning 
the listener. Nor are there an additional two minutes for expatia- 
tion, or idle chatter. You’re on and, before you know it, you're 
off. 

Like mail order advertising for copywriters, the minute spot 
should prove excellent training for commercial writers. You 
have to grab attention fast, hold it, and not drift too far from 
the selling message. You’ve got to remain “on the beam.” 

Oddly enough, this listener finds minute spots considerably 
less irritating than the usual commercial on a half hour program. 
It doesn’t take as much of your time, for one thing. For another, 
the writer wastes no time in getting right down to business. 

Even an institutional message—such as the Bell Telephone 
spots—sounds better within the confines of sixty seconds. No 
“atmosphere” is attempted. You get what the company wants to 
tell you and that’s that. 

The Cuticura spots are a notable exception. Like taffy, they 
seem to stretch out. The gooey conversations between male and 
female—even though they consume only a few seconds—are so 
painful they seem to last for hours. 

Another exception—from a different angle—are the Colgate 
toothpaste spots. The editorial columns of this publication have 
already commented on the general theme of the current Col- 
gate toothpaste advertising. This Department would like to add 
its voice in criticism. After telling of tests in which a marked 
lessening in tooth decay was noticed after brushing the teeth 
with Colgate’s immediately after eating, the Colgate spots wind 
up with the statement, “No other toothpaste can offer these re- 
sults.” 

That, certainly, is the worst kind of double-talk. The company 
is definitely taking advantage of the confusion over what is 
actually meant by “results.” In the interests of maintaining the 
general credibility of advertising, this Department sincerely be- 


lieves Colgate should cease and 


desist. 


Ad Council Helps 
Promote UN Day 


New YorK—The Advertising 
Council’s board of directors has 
approved a request for advertising 
assistance from a sub-committee 
on advertising of the National 
Citizens Committee for United 
Nations Day, Oct. 24. Samuel C. 
Gale, director of advertising, Gen- 
eral Mills, and a council director, 
is chairman of the sub-committee 
and coordinator for the project. 

J. Walter Thompson Co., New 
York, has been selected as 
the council’s volunteer agency. 
Thomas L. Greer will be in charge 
of work on the campaign. 

Present plans call for support 
through newspaper advertisements, 
radio, and company publications. 


A newspaper kit is scheduled for 
mailing this week. Tentative plans 
include two 1,000-line ads, and 
two 600-line adaptations of the 
large ads together with several 
small space insertions. 

General Mills has underwritten 
the cost of preparing newspaper 
ads and radio promotion for the 
campaign. Barry Mahool, radio di- 
rector of the American Heritage 
Foundation, is volunteering his 
services for the preparation of 2 
radio kit. 


‘News’ Appoints Alander 


Robert J. Alander, formerly 
with the Miami Daily News, has 
been appointed advertising direc- 
tor of the News, Charlotte, N. C. 
He succeeds I. W. Williams, who is 
retiring after serving as advertis- 
ing manager for 20 years. 


ALRIGHT... ae 
WHEN I COUNT 
THREE!!! © 


operate day and nite. 


He's like our service managers... 
that delay a job. It’s been a good policy, too, as our 
growing list of customers prove. Need some help? We 


no patience with things 
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SALES-MAKER—Tests of this counter mer- 

chandiser have proved its sales pull 

emong customers intending to buy other 

gorden supplies. It is being distributed 

by Garfield Williamson Inc., Jersey City, 

for its Wonderlawn grass seed and new 
hand seeder. 


arstairs’ White 


Heinz Returns to 
Air As Sponsor of 
Ozzie & Harriet 


PITTsBURGH—“Ozzie and Har- 
riet,” who were snapped up by 
American Broadcasting Co. at the 
expiration of their contract with 
International Silver Co., will be 
sponsored by H. J. Heinz Co. start- 
ing Oct. 14 at 9 p. m., EST. 

This marks Heinz’s return to 
network radio after an absence 
of nearly four years. The food 
manufacturer last sponsored “In- 
formation Please’ on NBC. Dur- 
ing this layoff, the company was 
one of the few top 50 advertisers— 
excepting, of course, products not 
acceptable on the air—not using 
network radio. 

Time for the doings of the Nel- 
sons, reportedly priced at approxi- 
mately $15,000, was bought through 
Maxon Inc. for the 57 varieties. 
Ozzie and Harriet, following ra- 
dio’s capricious tides, switched 


from CBS to NBC at the start of the 
1948-1949 season. They returned 
late this spring to Columbia, where 
they remained until International 
Silver announced that it was giv- 
ing up radio in favor of video. 


Oneida Ltd. to Launch 


Christmas Campaign Nov. 21 

Oneida Ltd. Oneida, N. Y., 
maker of Community silver, will 
run a four-color spread in Life 
Nov. 21 as its first Christmas ad- 
vertisement. The pre-Christmas 
campaign will follow closely on a 
full fall schedule running in 13 
national magazines. 

In addition to the opening ad, 
four-color pages will follow in 
Charm, Glamour, Household, 
Mademoiselle, McCall’s and Wo- 
man’s Home Companion. Batten, 
Barton, Durstine & Osborn is the 
agency. 


Manages New Baker Office 

Scott Montgomery, formerly 
West Coast representative of Life, 
has been named manager of the 
new Los Angeles office of Lynn 
Baker Inc., Advertising. 


This is about 


Frank, Nick and Charlie 


| Nor Tom, Dick and Harry | 


I've known Frank Marshall since 'way- 
back-when. During most of this time 
he has been the V.P. in charge of our 
Chicago studio and the midwest oper- 
ations. Now he's embarking on a new 
program which I want all of his friends 
to know about. 

Frank is now midwestern representa- 
tive for two outstanding photographic 
illustrators—Nickolas Muray, and his 
associate Charles Thill, of New York 
and Los Angeles. As you know, the 
sun always shines in L.A. (and Holly- 
wood) which makes it fine for your 
“summer-in-the-wintertime” pictures. 
Besides that, they now have made 
studio arrangements for taking photo- 
graphs in Chicago whenever necessary. 

Naturally we of Underwood wish 
Frank, Nick, and Charlie the very best 


of luck. We know it is 
a fine combination of 
talent, ability, and fa- 
cilities... the kind the 
art directors out there 
in Frank's old territory 
can use to advantage. 
So...call on them ° 
whenever you need Frank B. Marshal! 
their brand of stuff. Incidentally you'll 
find him at his same old address—646 
North Michigan Avenue, Chicago. 


President 
UNDERWOOD & UNDERWOOD 
ILLUSTRATION STUDIOS, INC. 


New York, N.Y. 
319 E. 44th Se. 


Chicago, Illinois 
646 N. Michigan Ave. 


NEW Subscription Order Form... 


(] Payment enclosed 


Please enter immediately my subscription to 


Advertising Age for 
(1) One Year at $3.00 (] Two Years at $5.00 [1 Three Years at $6.00 
C) Bill me later (7) Bill my firm 


Name. Title___ 

Firm 

Street het 

City Zone___ State. pir 


jedo Blade, a number of changes 
were made in copy and typography. 
But the first of the new ads that 
broke last week is similar in con- 
rept to the test ads. 


An introductory campaign to 
support Carstairs distributors in 
ive additional states is also 
blanned. Copy and linage will vary 
lepending on circumstances in 
ach state. After the introductory 
campaign has run about six or 
eight weeks, the twins campaign 
will be used in California, Illinois, 
New Mexico, Tennessee and Wis- 
consin, 7 

All daily newspaper copy will 
be b&w. Most of the copy to be 
used in weekly newspapers calls 
or color. In addition, car cards will 
be used in metropolitan areas. 

Before assuming his present pos- 
ition with Carstairs, Mr. Margules 
was director of sales and adver- 
Using of the Sweets Co. of Amer- 
ica, and before that he was with 
Schenley Distillers. He has suc- 
ceeded G. Allen Reeder, now di- 
rector of promotion and publicity 
at Esquire Inc. 
Jntil this summer Carstairs’ dis- 
tribution was limited to 17 states 
on the Atlantic seaboard. It is now 
Pinned to extend the company’s 
Gistribution gradually into other 
morket areas. 


Ki vanis Clubs Tie in 
With Newspaper Week 


Hugh Jackson, president of 
K vanis International and dean of 
the Graduate School of Business, 
S' \nford University, last week 
\'-ed the organization’s more than 
10 clubs in the U. S. and Canada 
© observe National Newspaper 
Veek Oct. 1-8. 
Siwanis clubs have taken an 
a ive part in observing these 
nv vspaper weeks for the past ten 
ycars. Individual units throughout 
‘e country will invite publish- 
.s, editors and newsmen to spe- 
¢ al meetings during the week. 
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RE YOU LEAVING a big part of California uncovered? 
You are unless you're advertising in the Billion 
Dollar Valley of the Bees. In that one part of California 
are four of the nation’s five richest farm counties. And 
in total annual retail purchases, the Valley spends twice 


National Representatives . . . O'Mara & Ormsbee, Inc. 
ios Angeles * Detroit * Chicage * San Francisco 


New York * 


tee 
CENTENNIAL OF THE 


CALIFORNIA - 1849-1949 


as much as Pittsburgh.* 


But the Valley is in inland California. . . 


independ- 


ent of the Coast. Covering it is a job for strong /ocal 
newspapers ... the three McClatchy newspapers. 

Get more facts on California’s great inland market, 
and the three newspapers that cover it best. Ask O'Mara 
& Ormsbee for the 1949 Consumer Analysis; or write 
Research Department, McClatchy Newspapers, Sacra- 


mento, California. 


* Sales Management's 1949 Copyrighted Survey. 
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Ad Council Names Hardy 


Ralph W. Hardy, director of 
the audio division of National As- 
sociation of Broadcasters, has been 
elected to the Advertising Coun- 
cil’s board of directors. He re- 
places A. D. Willard, former ex- 
ecutive vice-president of NAB. 


Rippey Names Whitney 

Robert C. Whitney, formerly in 
the advertising department of 
Gates Rubber Co., has been named 
an account executive of Arthur G. 
Rippey Co., Denver agency. 


DeCicco Joins Verne Smith 


Frank DeCicco has joined the 
sales staff of Verne Smith Inc., 
Chicago, artists’ representative. 


Ad References to 
Government Should 
Be Cleared: NBBB 


New YorK—Advertising that 
refers to the U. S. government, its 
personnel, equipment, purchases, 
tests and inspections of certificates 
should be cleared with the ap- 
propriate government department 
in advance of use, according to a 
report on “Reference to Federal 
Agencies in Advertising,’ issued 
by the National Better Business 
Bureau. 

The report discusses the latest 
policies of the National Bureau 
of Standards, U. S. Department of 


OF . 


PASADENA 


Nursery 
ADVERTISERS 


Year in and year out The Pasadena 


STAR-NEWS has been overwhelm- 
ingly chosen as their #1 advertis- 
ing medium. 


Each week approximately 40 local Garden and Nursery 
advertisers use The Pasadena STAR-NEWS Sunday 
Garden Section to reach their customers throughout the 


rich San Gabriel Valley. 


PASADENA 


ISTAR-NEWS 


THE NEWSPAPER OF THE SAN GABRIEL VALLEY 


Represented Nationally by Cresmer & Woodward, Inc. 


NEW YORK * CHICAGO * 


DETROIT 


* SAN FRANCISCO ¢* LOS ANGELES 
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and Thread Picker 


Two tools in one with RIP-A-STITCH! 
The curved prong picks out the thread, 
the fine steel blade rips the seam— 


neatly—quickly—SAFELY. 


MILADY THANKS YOU—Your prod- 
uct—your business—everytime she uses 
the easy finger saving RIP-A-STITCH, 
with your name or product printed on the 


attractive plastic handle. 


YOUR NAME IN ‘‘SAFE’’ HANDS— 
Goodbye to cui, scarred fingers—the 
RIP-A-STITCH is the modern safe way 
to rip seams, to pick or to cut threads. 
Safe in the hands—safe in the home. 
Constantly used. Constantly appreciated. 
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Agriculture, Food and Drug Ad- 
ministration, Public Health Ser- 
vice, White House and Atomic 
Energy Commission, among others. 
It is published as a supplement to 
the bureau’s “Do’s and Don’ts in 
Advertising Copy,” after several 
months of research. 

Pointing out that “without ex- 
ception, the federal departments 
and agencies surveyed do not au- 
thorize advertising representations, 
and that they do not approve or 
recommend a particular product 
over any other,” Allan E. Back- 
man, NBBB editor of “Do’s and 
Don’ts,” said that “as a general 
rule, any claim of governmental 
approval is objectionable, as is 
the use in advertising of govern- 
ment tests of products. 


a “However,” Mr. Backman ad- 
ded, “under certain circumstances 
it is often permissible for an ad- 
vertiser to claim that a product 
complies with specific government 
standards, or is federally inspected, 
certified or licensed, or, in the 
case of food, is of ¢ a ss "3 
ment grade, if sul 
ous inspection. 
“Such claims,” 
be based upon f 
not be made, eve! 
if they contain n 
cations and, part 
imply governmen 
truthful statemen 


Advertising Age, September 26, 1949 


The Eye and Ear Dept. 


off. 


tell you and that’s that. 


The minute spots on the platter programs make fascinating 
listening—for here is a tiny spot of radio time into which some- 
body has to pack as much sell as can be gotten in. There’s no 
opportunity for warm-up, for setting the stage, for conditioning 
the listener. Nor are there an additional two minutes for expatia- 
tion, or idle chatter. You’re on and, before you know it, you’re 


Like mail order advertising for copywriters, the minute spot 
should prove excellent training for commercial writers. You 
have to grab attention fast, hold it, and not drift too far from 
the selling message. You’ve got to remain “on the beam.” 

Oddly enough, this listener finds minute spots considerably 
less irritating than the usual commercial on a half hour program. 
It doesn’t take as much of your time, for one thing. For another, 
the writer wastes no time in getting right down to business. 

Even an institutional message—such as the Bell Telephone 
spots—sounds better within the confines of sixty seconds. No 
“atmosphere” is attempted. You get what the company wants to 


The Cuticura spots are a notable exception. Like taffy, they 
seem to stretch out. The gooey conversations between male and 
female—even though they consume only a few seconds—are so 
painful they seem to last for hours. 

Anathar avaantinn—_fram a different angle—are the Colgate 
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Publicity Club | 


Ralph E. John: 
perintendent of r 
Western Electric 
elected president 
Club of Chicago. Wusier 
are: Robert B. Johnson, sales pro- 
motion manager of the Merchan- 
dise Mart, Ist vice-president; Mil- 
dred Bruder, public relations di- 
rector of the Chicago Public Li- 
brary, 2nd vice-president; William 
G. Bishop, regional public rela- 
tions director of Metro-Goldwyn- 
Mayer Pictures, 3rd vice-president; 
Evelyn Nelson, publicity director 
of the Blackstone Hotel, secretary. 
and Jim Hanlon, public relations 
director of WGN, treasurer. 
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Nations Way, Ve. o*. 
Gale, director of advertising, Gen- 
eral Mills, and a council director, 
is chairman of the sub-committee 
and coordinator for the project. 

J. Walter Thompson Co., New 
York, has been selected as 
the council’s volunteer agency. 
Thomas L. Greer will be in charge 
of work on the campaign. 

Present plans call for support 
through newspaper advertisements, 
radio, and company publications. 


WailiuMeL Ww 


TeECLUr UL ULI FAUICLILGL 44041 BE 
Foundation, is volunteering his 
services for the preparation of 2 
radio kit. 


‘News’ Appoints Alander 


Robert J. Alander, formerly 
with the Miami Daily News, has 
been appointed advertising direc- 
tor of the News, Charlotte, N. C. 
He succeeds I. W. Williams, who is 
retiring after serving as advertis- 
ing manager for 20 years. 
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SALES-MAKER—Tests of this counter mer- 

chandiser have proved its sales pull 

emong customers intending to buy other 

garden supplies. It is being distributed 

by Garfield Williamson Inc., Jersey City, 

for its Wonderlawn grass seed and new 
hand seeder. 


arstairs’ White 
eal Ads Feature 
Tested Twins Copy 


(Picture on Page 1) 

New YorK—Carstairs division of 
Calvert Distillers Corp. has started 
new and expanded advertising 
ampaign for its White Seal 
yhisky under the supervision of 
new advertising manager, Sey- 
our Margules, who told AA last 
yeek that the new campaign, a 
eries on identical and fraternal 
ale twins, will use 760, 400 and 
00-line copy in 161 daily and 11 
weekly newspapers in 20 states. 
Lennen & Mitchell is the agency. 
Test ads were run during the 
rpring and analyzed by Daniel 
Starch & Staff and by a consumer 
ury. As a result of the tests, made 
n the Boston Traveler, New York 
Vorld-Telegram, New York Mir- 
or, Philadelphia Inquirer and To- 
edo Blade, a number of changes 
were made in copy and typography. 
But the first of the new ads that 
broke last week is similar in con- 
rept to the test ads. 


An introductory campaign to 

upport Carstairs distributors in 
five additional states is also 
planned. Copy and linage will vary 
lepending on circumstances in 
each state. After the introductory 
campaign has run about six or 
ight weeks, the twins campaign 
vill be used in California, Illinois, 
Yew Mexico, Tennessee and Wis- 
consin. / 

All daily newspaper copy will 
be b&w. Most of the copy to be 
used in weekly newspapers calls 
or color. In addition, car cards will 
be used in metropolitan areas. 

Before assuming his present pos- 
ition with Carstairs, Mr. Margules 
was director of sales and adver- 
tising of the Sweets Co. of Amer- 
ica, and before that he was with 
Schenley Distillers. He has suc- 
eeded G. Allen Reeder, now di- 
rector of promotion and publicity 
at Esquire Inc. 

Until this summer Carstairs’ dis- 
ribution was limited to 17 states 
on the Atlantic seaboard. It is now 
Plenned to extend the company’s 
distribution gradually into other 
m:rket areas. 


vanis Clubs Tie in 
ith Newspaper Week 


. Hugh Jackson, president of 

‘i vanis International and dean of 

Graduate School of Business, 
Stonford University, last week 
rved the organization’s more than 
b.00 clubs in the U. S. and Canada 
© observe National Newspaper 
Veek Oct, 1-8. 

Siwanis clubs have taken an 
RC ive part in observing these 
€ yvspaper weeks for the past ten 
‘ears. Individual units throughout 
he country will invite publish- 
brs, editors and newsmen to spe- 
iol meetings during the week. 


~ 


Heinz Returns to 
Air As Sponsor of 
Ozzie & Harriet 


PITTSBURGH—“Ozzie and Har- 
riet,” who were snapped up by 
American Broadcasting Co. at the 
expiration of their contract with 
International Silver Co., will be 
sponsored by H. J. Heinz Co. start- 
ing Oct. 14 at 9 p.m., EST. 

This marks Heinz’s return to 
network radio after an absence 
of nearly four years. The food 
manufacturer last sponsored “In- 
formation Please” on NBC. Dur- 
ing this layoff, the company was 
one of the few top 50 advertisers— 
excepting, of course, products not 
acceptable on the air—not using 
network radio. 

Time for the doings of the Nel- 
sons, reportedly priced at approxi- 
mately $15,000, was bought through 
Maxon Inc. for the 57 varieties. 
Ozzie and Harriet, following ra- 
dio’s capricious tides, switched 


from CBS to NBC at the start of the 
1948-1949 season. They returned 
late this spring to Columbia, where 
they remained until International 
Silver announced that it was giv- 
ing up radio in favor of video. 


Oneida Ltd. to Launch 


Christmas Campaign Nov. 21 

Oneida Ltd., Oneida, N. Y., 
maker of Community silver, will 
run a four-color spread in Life 
Nov. 21 as its first Christmas ad- 
vertisement. The pre-Christmas 
campaign will follow closely on a 
full fall schedule running in 13 
national magazines. 

In addition to the opening ad, 
four-color pages will follow in 
Charm, Glamour, Household, 
Mademoiselle, McCall’s and Wo- 
man’s Home Companion. Batten, 
Barton, Durstine & Osborn is the 
agency. 


Manages New Baker Oftice 

Scott Montgomery, formerly 
West Coast representative of Life, 
has been named manager of the 
new Los Angeles office of Lynn 
Baker Inc., Advertising. 
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This is about 


Frank, Nick and Charlie 


[| Nor Tom, Dick and Harry | 


I've known Frank Marshall since 'way- 
back-when. During most of this time 
he has been the V.P. in charge of our 
Chicago studio and the midwest oper- 
ations. Now he's embarking on a new 
program which I want all of his friends 
to know about. 

Frank is now midwestern representa- 
tive for two outstanding photographic 
illustrators—Nickolas Muray, and his 
associate Charles Thill, of New York 
and Los Angeles. As you know, the 
sun always shines in L.A. (and Holly- 
wood) which makes it fine for your 
“summer-in-the-wintertime” pictures. 
Besides that, they now have made 
studio arrangements for taking photo- 
graphs in Chicago whenever necessary. 

Naturally we of Underwood wish 
Frank, Nick, and Charlie the very best 


of luck. We know it is 
a fine combination of 
talent, ability, and fa- 
cilities... the kind the 
art directors out there 
in Frank’s old territory 
can use to advantage. 
So...call on them ‘ 
whenever you need Frank B. Marshal! 
their brand of stuff. Incidentally you'll 
find him at his same old address—646 
North Michigan Avenue, Chicago. 


President 
UNDERWOOD & UNDERWOOD 
ILLUSTRATION STUDIOS, INC. 


New York, N.Y. 
319 E. 44th Se. 


Chicago, Illinois 
646 N. Michigan Ave. 


. lhe California without the 


illion ollar alley ofthe ces 


RE YOU LEAVING a big part of California uncovered? 
You are unless you're advertising in the Billion 
Dollar Valley of the Bees. In that one part of California 
are four of the nation’s five richest farm counties. And 
in total annual retail purchases, the Valley spends twice 


National Representatives . . . O'Mara & Ormsbee, Inc. 
Los Angeles * 


New York °* 


oa tne 
CENTENNIAL OF THE 


CALIFORNIA - 1849-1949 


C 


Detroit ° 


Chicage * San Francisco 


Mie 


as much as Pittsburgh.* 


But the Valley is in inland California . . . 
ent of the Coast. Covering it is a job for strong /ocal 
newspapers .. . the three McClatchy newspapers. 

Get more facts on California's great inland market, 
and the three newspapers that cover it best. Ask O'Mara 
& Ormsbee for the 1949 Consumer Analysis; or write 


te 


independ- 


Research Department, McClatchy Newspapers, Sacra- 


mento, California. 


* Sales Management's 1949 Copyrighted Survey. 


latchy 


ewspapers 


THE SACRAMENTO BEE 


Mp~ , 
THE MODESTO BEE 
THE FRESNO BEE 
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Are You This 
ACCOUNT EXECUTIVE? 


Are you an energetic, alert business getter? Do you have sound 
ideas with @ practical vision? Do you use your head more than 
your lips? Are you looking for a permanent connection with a fully 
recognized, compact little Cleveland industrial agency that will offer 
you an opportunity to acquire stock in the company? If this interests 
you, write us fully about yourself. All information treated confi- 


dentially. 


Box 7464, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


FOOD MAN 


$10,000. Seeks new business and contact 
job with medium or large agency. Exten- 
sive chain store, manufacturer and agency 
experience. Creative, thorough merchan- 
dising man, under 40, highest references. 
30 days. 

Box 7460, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


PUBLISHERS’ 
REPRESENTATIVE 


Interested in representing one good paid sub- 
scription Business Publication in addition to 
the reputable A.B.C. publication I now rep- 
resent. Chicago and midwest territory. 
Box 7457, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


No. 3393. A Picture of Michigan’s 

Federated Buying Families. 

The Lansing State Journal, one 
of the three members of Federa- 
ted Publications Inc., has pub- 
lished this file folder of data about 
its market. It includes a Standard 
Market Data folder, to which is 
added detailed information on pop- 
ulation, an occupancy survey, buy- 
ing income, retail trade, indus- 
tries, and drug and grocery route 
lists; linage and circulation re- 
ports; and the story of the news- 
paper and its services and fea- 
tures. 


No. 3394. Farm Roofing Survey. 


In this report, Wallaces’ Farmer 
& lowa Homestead tabulates an- 
swers to a mail survey conducted 
among its Iowa farm subscribers. 
The survey includes questions on 
who does the roof work; source of 
roofing supply purchases; type of 
roofing preferred; number of 
buildings operated; frequency of 
re-roofing; seasons for repairs, etc. 
No. 3395. Farm Equipment and 

Heating Survey. 

Iowa farmers answer questions 
about corn cribs and grain storage 
bins; silos; manure spreaders; air 
compressors; fencing portable 
welding machines; basement fur- 
naces and oil burners; and oil- 
burning furnaces in this report, 
issued by Wallaces’ Farmer & 
lowa Homestead. 


No. 3396. Reach the Sales Rich 
Upper Midwest Market. 

The Upper Midwest market, con- 
sisting of 225 counties in Minne- 
sota, North and South Dakota, and 
western Wisconsin, is mapped and 
described in this folder, published 
by the Minneapolis Star and Trib- 
une. Tables corresponding with 
color maps list Sunday and daily 
coverage, with figures on popu- 
lation; families; retail, food and 
drug sales; farm and effective buy- 
ing income; number of farms; and 
new passenger cars. Maps and 
tables also show Sunday and daily 
coverage of 107 Upper Midwest 


Information for Advertisers 


cities of 2,500 or more population. 
No. 3397. Put in Mick-or- 
Mack. 

This is the story of an “adver- 
tised in Life” promotion and what 
it did for Mick-or-Mack Stores 
Co., a Virginia grocery chain. The 
folder, issued by Life, is what the 
chain sent to its 54 stores, with the 
addition of pictures to show how 
the plans were carried out, and 
some figures on the results of the 
promotion. 


Life 


No. 3398. Shifts in Principal Man- 
ufacturing Areas, 1939-1948, in 
the Women’s Wear and Related 
Industries. 

Women’s Wear Daily has is- 
sued this report which, with text, 
charts and tables, covers consum- 
er expenditures for clothing and 
shoes; shifts in textile employment; 
and detailed production figures 
for all women’s and children’s 
apparel and related industries. 


No. 3378. Man-Market News. 

Argosy publishes periodically a 
four-page newspaper-style report 
on selling and sales conditions 
among men. Vol. I, No. I contains 
news of the “selective selling 
trend” in advertising and a com- 
pilation of circulation growth 
among leading men’s magazines. 
This and succeeding numbers are 
available to anyone wishing to 
be put on the mailing list. 


No. 3381. How Seattle Is Buying 
Advertising. 

The Seattle Times has published 
this report on department store, 
retail, national, classified and total 
linage, based on Media Records 
figures for the first six months of 
1949. A sheet in the folder contains 
market data for the Seattle area, 
1940-1949. 


No. 3347. A Report on Advertising 
Linage First Quarter of 1949. 


Department store, total retail, 
national and total advertising lin- 
age is reported by the Philadelphia 
Bulletin in this new folder. 


Note: Inquiries for items listed above will not be serviced beyond Nov. 7. 


USE COUPON TO OBTAIN INFORMATION 


100 E. Ohio St., Chicago 11, Tl. 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted) 


Advertising Age, September 26, 194 


‘bers odd two 
T cutek, eilad aE une one dita ot 008 cw cdi Wath Regu: 


card discounts on multi pie 


insertions ond 


space ever 5 inches. apply on disploy 


HELP WANTED 


WANTED PRODUCTION MAN 
Must have experience in layout and copy, 
no printing but strong on detail. Good 
opportunity for right man. Position open 
in the South by leading paper publishing 
house. Write or wire: 

Box 2679, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Advertising space salesman for established 
medical journal. State age, previous ex- 
perience, compensation expected and 
when free to accept position. Compensa- 
tion on salary-quota-commission basis. 
Members of our staff know of this ad- 
vertisement. Applications will be held 
in strict confidence. 

Box 2664, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


MERCHANDISING-SALES $7500 
Jewelry Field . Public Relations 
George Williams Co.-Personnel 

209 S. State St., HA-7-2063 Chicago 


ARTIST WANTED - First rate creative 
and finish man for all-round agency 
work. Please send representative samples. 
State availability and salary. South- 
eastern Advertising Agency, 444 Whitaker 
Street, Savannah, Georgia. 


Production make-up woman for estab- 
lished medical journal thoroughly con- 
versant with contacts with printers and 
also acquainted with clerical work in 
handling prospect files and live accounts 
to assist business manager in supervision 
of salesmen. 

Box 2663, ADVERTISING AGE 

ll E. 47th St., New York 17, N. Y. 


General Manager Advertising Agency 
Approximately six million billing. Must 
be qualified. Liberal salary or percen- 
tage of profit guarantee. 

Agency New Business 

Asst. Copy Dir. Agency ............. 

Copywriter, Print and Radio . 

Art Director, Agency — 
FRED J. MASTERSON 

Advertising & Publishing Personnel 
185 N. Wabash FR-2-0115 Chicago 


COPY-IDEA MAN -to create strong-sell- 
ing sales themes; ability to meet dead- 
lines, enthusiasm for hard work, wide 
variety, all media. Food experience de- 
sirable. Give qualifications, salary de- 
sired. Good pay but not a Cadillac sal- 
ary; with Cincinnati company 

Box 2681, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING COPYWRITER 
For well-rated 20-man Chicago agency 
handling national mail order, direct sell- 
ing and publicity accts. Thorough ex- 
perience producing ads and literature 
above catalog level essential. Excellent 
salary and opportunity. Detail experience. 

Box 2687, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ACCOUNT EXECUTIVE WANTED 
Medium-size Chicago Agency with top 
credit rating, staffed to handle expanding 
volume, seeks aggressive new business 
man. Excellent spot for Account Exec- 
utive who dislikes detail, responsibility 
of management. Right party will have 
opportunity to share in ownership 
if desired. Replies held in strict con- 
fidence. 

Box 2688, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


FOOD FEATURES WRITER ........ to $8,000 
News feature exper. required 
PUBLICITY WOMAN to $3,700 
Dept. Store exper. Fashion 
AVENUE EMPLOYMENT 
55 E. Washington AN-3-1490 Chicago 


_____ POSITIONS WANTED. 


MAN OF ALL WORK 

A good background in printing, engrav- 
ing, typesetting, art and photography. 
Can buy economically, or sell creatively 
at a profit. A good production man for 
agency or manufacturer, a good all 
around man for a publisher. Can be had 
cheap. Chicago area only. 

Box 2678, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


CREATIVE ART DIRECTOR 
SEEKS RESPONSIBILITY 
Prefer small agency, Chicago area. 8 yrs. 
free lance lettering, design & typography. 
6 yrs. art director large agencies. Age 
42, married. Would like to settle down 
and help make your clients happy. You're 
looking for experienced talent; I’m look- 
ing for responsibility, so let me urge 
immediate answer to this ad, and let's 

get to work. 
Box 2680, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING ARTIST 
versatile, experienced freelance, small 
agency, wish to locate West or Southwest. 

Box 2682, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


A CHEERFUL, ABLE IDEA MAN 
who would rather plan, create and sell 
than accept the Republican nomination in 
1952. A sound thinker with good all- 
around agency, manufacturer and promo- 
tion experience. A guy who believes in 
earning his dough, and while on the sub- 
ject, an interesting deal with incentive 
is imperative. Age 31, good appearance. 
College, happily familied. Now in Chicago. 

Box 2683, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, IIL. 

DO EDITORS READ AD AGE? 
Sound, readable business news analysis 
on ABP business paper for 2% years. 
Looking for an opportunity to show abil- 
ity and ideas in business or political 
newswork. 

Box 2684, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


LETTERING MAN - 


Poster and showcard variety... excep- 
tionally fast and accurate... over 25 years 
of practical experience... thoroughly 


aware of the fact that he must produce 
more dollars than he, himself receives. 


Address Hugh Cantrell, 3420 W. Fulton 
Blvd., Chicago 24, Ill. Telephone 
KEdzie 3-3464. 


(Expect to be available about 
_November 1, 1949) 


POSITIONS WANTED 


Copywriter - Agency and mail-order copy 
experience in farm and industrial equip- 
ment; all hard lines. Can take full charge 
of catalogs, manuals, ete. Apartment 
511, 6146 Kenwood, Chicago 37, Ill. 


DON’T ANSWER THIS AD 
unless you are looking for an unusually 
creative woman copywriter with well- 
rounded experience in package goods, 
foods, home furnishings, etc. 4-A agencies, 
mail order. Need more demanding job. 
Box 2685, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MAN AND MIND FOR HIRE 
College grad; 2 years retail copy experi- 
ence, hard and soft lines. Rough layouts, 
some production. Technical and farming 
background. Able photographer. Would 
like copy or public relations. 27, married, 
now employed. In Chicago, will relocate. 

Box 2686, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


ART DIRECTOR 
Is there an agency in Chicago that can 
offer a position of responsibility and op- 
portunity to a capable, 35 year old, 
creative art director with 10 yrs. ex- 
perience on national accounts? If so, and 
you need a man who will be both will- 
ing and co-operative, write: 
Box 2690, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


The Right Facts 
Presented in the Right Manner 
will sell space in your publication. I 
have done it before and can do it for 
you. Available after October ist. 

Box 2691, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Att. of ECONOMY-MINDED 
MANUFACTURER 
(New York or Vicinity) 


Available shirt-sleeve executive to work 
with your sales department creating and 
producing sales-stimulating material: cat- 
alogs, mailings, displays, packaging. 


Considerable experience in: 
1. Planning direct-mail campaigns. 
2. Designing and preparing dummies. 
3. Finishing art work and lettering. 
4. Directing photography and typography. 
5. Writing sales-producing copy. 


Can guarantee production savings in plan- 
ning & purchasing lithography & letter- 
press, thru unusual inside-plant experi- 
ences. Specialist in color reproduction. 
Samples and references to prove ability. 
Box 2689, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


‘REPRESENTATIVES WANTED 


HIGHLY PROFITABLE SIDELINE for 
sales representative now selling litho- 
graphy, printing or advertising. Earn 
$50 to $150 extra each week. Non-compet- 
itive, non-conflicting repeat line need- 
ed by all manufacturers, distributors and 
sales organizations. Exclusive  territor- 
ies. Commissions guaranteed on all or- 
iginal and repeat business. Write for full 
details and furnish information regard- 
ing yourself, lines carried, type of clien- 
tele and territory covered. 

Box 2657, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Pub’ers Adv’g Rep Chgo Hdaters. Old Es- 
tablished Leading National Trade Maga- 
zine has opening for immediate income. 

Box 2677, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


MISCELLANEOUS 
SPACE AVAILABLE FOR ARTIST. 
Well known Mich. Ave. Adv. agency. Will 
furnish work to artist. Phone SUperior 
7-2985 (Chicago). 


FINE AGRICULTURAL ART 


John Andrews 1504 Dodge Omaha, Nebr. 


ATTENTION PUBLICITY DIRECTORS! 
Wanted—suitable pictures for syndica- 
tion to newspapers. You pay low cost of 
distribution. Don’t delay—write, wire, 
phone—today for complete information-no 
obligation. Special Correspondents, Inc. 
30 E. Ohio St., Chicago 11, DE-7-1065 


VIGOROUS NEW YORK 
Magazine REPRESENT. 


Lackadaisical selling days are gone. I of- 
fer a sound book high-grade, vigorous, in- 
telligent and seasoned representation. Have 
done business with some 80-plus agencies 
N. Y. City, State and adjacent territory. 
Background many fields! Consumer and 
trade. 

Box 7459, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


Ad Council Launches 
Second Economic Series 


Advertising Council, New Yor! 
has sent out its second series uf 
ads on the economic system pro- 
gram. Consisting of 14 ads, the 
series was prepared by four volun- 
teer agencies: Batten, Barton 
Durstine & Osborn; McCann-Erick- 
son; J. Walter Thompson Co., and 
Young & Rubicam. 

Free mats of eight ads in th 
standard series are now available 
to newspapers. A special ad offer 
ing “The Miracle of America’ 
booklet has been prepared in size: 
ranging from 600 lines to ful 
pages. 


Frigidaire Boosts Smith 
Richard H. Smith, manager 0‘ 


'appliance research, marketing 1 


search department, Frigidaire c:- 
vision of General Motors Corp, 
has been named appliance sales 
manager of the division’s eastern 
sales region, effective Oct. 1. He 
succeeds H. M. Cline, who was re- 
cently promoted to New Yor 
branch general sales manager. 


Kendon Names Pattullo 


Marion Pattullo, formerly as- 
sistant to the publisher of the Ore- 
gon Voter, has been named account 
executive of Kendon Advertising, 
Portland, Ore. 


ACCOUNT 
EXECUTIVE 
WANTED 


We are looking for an additional 
account executive, who can serve 
clients without large staff, im- 
pressive front. 
Here is a medium-sized Chicago 
agency, long established, comfort- 
ably housed, fully recognized, finan- 
cially sound 
To a man who will fit into these 
surroundings we are prepared to 
offer an especially advantageous | 
arrangement. Write in confidence, | 
to Box 7461. ADVERTISING AGE, 

100 E. Ohio St., Chicago 11 


Pa ee gn am | 


Trade-Technical Business 
Magazine Wanted 


For 20 years a success in selling ad- 
vertising space in the Middle West 
on commission basis. While we make 
our headquarters in Chicago we 
cover from Buffalo and Pittsburgh to 
Denver, the Canadian border to 
Memphis. We’re looking to represent 
another publication in the trade, 
technical or business fields. 


Box 7465, ADVERTISING AGE 
11 E. 47th St., New York 17, N.Y 


BEWARE! THIS MAN HAS DESIGNS ( 
YOUR BUSINESS ... A smooth performs, 
a subtle salesman, a crafty word-master, | 
5 year experienced ‘confident’ man kn 
agency procedure. For info leading to 
whereabouts of this 28 year old college edu 
copy, contact, idea man write Box 74 
ADVERTISING AGE, 100 E. Ohio St., Chica 
11, TM. 


COMMERCIAL COLOR COM! 
ARE BIG BUSINESS 


We are expanding sales force: Sever 
desirable territories available! Big oppor 
tunity for salesmen with experience con 
tacting large advertisers and age)cies 
Straight commission basis. 
PROMOTIONAL PUBLISHING COMPANY 
220 Fifth Ave. New York 1, NV.‘ 


department. 


national advertisers. 


have done. 


PUBLICITY MAN'S 
OPPORTUNITY 


Medium size fast growing agency needs young, yet thor- 
oughly seasoned publicity man to head up new publicity 
An exceptional opportunity for someone to 
grow with an agency. You can grow with us. More than 30 
accounts to work with including a number of well known 
Salary and commission basis with 
future dependent only on your own capacity to produce. 
Write giving full information about yourself and what you 


Box 7462, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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112 Direct Mail 
Drives Get Top 
DMAA Awards 


Cuicaco—One hundred and 
twelve direct mail advertising cam- 
paigns won “Best of Industry” 
awards in the 2lst annual compe- 
tition of the Direct Mail Adver- 
tising Association. 

The 112 awards, largest number 
ever made, plus 44 merit awards, 
were revealed at the opening of the 
DMAA’s 32nd annual conference 
at the Congress Hotel here last 
week. 

Competitive entries in the con- 
test were more numerous than at 
any time previous!y. Herb Buhrow, 
manager of McGraw-Hill Book 
Co.’s mail sales department and 
chairman of the committee of con- 
test judges, declared that “the di- 
rect mail submitted shows the in- 
creasing tendency for hard selling 
to meet today’s competitive mar- 
ket.” 


s As in the past, winning Cana- 
dian and U.S. direct mail cam- 
paigns will tour the country in a 
series of exhibitions sponsored by 
advertising clubs and graphic arts 
organizations. 

The “Best of Industry” awards 
were given for winning portfolios 
of the following: 

The Jaqua Co., Grand Rapids; American 
Wheelabrator & Equipment Corp., Mish- 
awaka, Ind.; Ivel Construction Corp., 
Corona, N. Y.; KLM Royal Dutch Air- 
lines, New York; Mr. Raymond Lufkin, 
Tenafly, N. J.; Eastern States Farmers’ 
Exchange, West Springfield, Mass.; Boston 
Automobile Club, Boston. 

Copper & Brass Research Association, 
New York; Society of American Florists, 
Chicago; Chevrolet, Cadillac, Buick, Olds- 
mobile & GMC trucks, Detroit; Stude- 
baker Corp., South Bend, Ind.; Packard 
Motor Car Co., Detroit; Ford Motor Co.'s 
Lincoln-Mercury division, Detroit; Chrys- 
ler Corp.’s Dodge division, Detroit; Pon- 
tiac Motor Car Co., Pontiac, Mich. 


@ Federal Motor Truck Co., Detroit; 
Superior Coach Corp., Lima, O.; U. S. 
Rubber Co., New York: Old National 
Bank, Evansville, Ind.; Flintkote Co., New 
York; Celotex Corp., Chicago; Brevity 
Inc., New York; The National Research 
Bureau, Chicago; Underwood Corp., New 
York. 

Metropolitan Juvenile Style Mart, New 
York; Standard Register Co., Dayton, 
O.; Rohm & Haas Co.'s Resinous Products 


division, Philadelphia; Canadian Indus- 
tries Ltd., Montreal; Pioneer Engineering 
Works, Minneapolis; Marshall Field & 


Co., Chicago. 

City College School of Business, Mid- 
town Center, New York; Toastmasters 
International, Santa Ana, Cal.; Northern 
Electric Co., Montreal; Westinghouse Elec- 
tric Supply Co., Milwagikee; Mail Well 
Envelope Co., Portland, Ore.; Extermital 
Chemicals Inc., Dayton, O.; Shakeproof 
Ine., Chicago. 

Bigelow-Sanford Carpet Co., New York; 
Borden's Farm Products, New York; Spar- 
tan Grain & Mill Co., Spartanburg, S. C.; 
Foote & Jenks, Jackson, Mich.; Maud 
Muller Candy Co., Dayton, O.; Pacific 
University, Forest Grove, Ore. 


m Dodge Chemical Co., Boston; Day- 
trom Corp., New York; Sumace Com- 
sustion Corp., Toledo; S. Blickman Inc., 
Veehawken, N. J.; Skytop Lodges Inc., 
‘kytop, Pa.; Detroit Diesel Engine divi- 
ion, Detroit. 

General Electric Co.’s apparatus de- 
artment, Schenectady, N. Y.; Hardware 
Mutuals, Stevens Point, Wis.; Central 
Vlanufacturers’ Mutual Insurance Co., 
‘an Wert, O.; Blue Cross. Hospital Plan, 
hicago; New England Mutual Life In- 
rance Co., Boston; American Credit 
ndemnity Co. of New York, Baltimore; 
fugh W. Long & Co., New York. 
Shwayder Brothers, Denver; Mechanical 
pecialties Co., Los Angeles; New Holland 
lachine Co., New Holland, Pa.; Frank 
+. Hough Co., Libertyville, Il.; Ticonium, 
lbany, N. Y.; The New York Times, New 
ork; Dominion Foundries & Steel Ltd., 
lamilton, Ont. 

American Can Co., New York; Mead 
iles Co., Dayton, O.; Dennison Mfg. Co., 
ramingham, Mass.; Western Electric Co., 
ew York; Stork Baby Service, Detroit; 
ane-Wells Co., Los Angeles; Standard Oil 
0. of Indiana, Chicago; E. R. Squibb & 
ns, New York. 


« Abbott Laboratories, North Chicago, 
!|.; Hoffman La Roche Inc., Nutley, N. J.; 
‘merican Cyanamid Co.’s Lederle Labor- 


Louis; Ever Ready Label Corp., Belleville, 
N. J.; Wetzel Brothers, Milwaukee; Day- 
ton Rubber Co., Dayton, O.; Business 
Week, New York; Successful Farming, 
Des Moines; Cowles Magazines Inc., Des 
Moines; The Reader’s Digest International 
Editions Inc., New York. 

Consolidated Edison Co., New York; 
Blakiston Co., Philadelphia; National 
Broadcasting Co., New York; Radio Sta- 
tion WMAQ (NBC-owned), Chicago; Paul 


Herbold, Encino, Cal.; Bally Case & 
Cooler Co., Bally, Pa.; Ireland’s Mart, 
Portland, Ore.; Clarke’s (apparel store), 


Tulsa. 


g Goodyear Tire & Rubber Co. of Can- 
ada, New Toronto, Ont.; Protective 
Equipment Inc., Chicago; Southland Fed- 
eral Savings & Loan Association, Beverly 
Hills, Cal.; Gar Wood Industries’ Wayne 
division, Wayne, Mich.; Wegge-Pelton, 
Pasadena, Cal.; William Filene’s Sons 
Co., Boston; Sovereign Plan Inc., Chicago; 
Bergen Steamship Co., New York. 
Columbia Broadcasting System _  Inc., 
New York; Durene Association of Am- 
erica, New York; Knaus Truck Lines, 
Kansas City; Royal Typewriter Co., New 


York; Remington-Rand Inc.'s typewriter 
division, New York; Munsingwear Inc., 
Minneapolis; Donahue Sales Corp., New 
York; Regal Shoe Co., Whitman, Mass.; 
Infants Socks Inc., Reading, Pa.; Shane 
Uniform Co., Evansville, Ind., and Fire- 
stone Tire & Rubber Co. of Canada, Ham- 
ilton, Ont. 


Launches Newspaper Ads 

French Lick Springs Hotel, 
French Lick, Ind., has launched 
a series of 100 and 200-line news- 
paper ads for its fall season, stress- 
ing sports and health facilities. 
The schedule will run during the 
fall and winter. French & Preston, 
New York, has the account. 


Second Series of Video 
Films Planned by P&G 


General Television Enterprises 
Hollywood, has signed Pyramid 
Productions Inc. to make 26 films 
for first-run telecasting for Proc- 
ter & Gamble Co. The films will 


bie zy 


61 


oe shot at Hal Roach studios, where| first series is now being shown 
Pyramid has recently opened of-|over NBC’s eastern network on 
fices. jthe “Fireside Theater.” Negotia- 

This will be the second series| tions are under way for secondary 
of films handled by General Tele-| and tertiary sponsorship of the en- 
vision for the soap maker. The|tire series of 52 films. 
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Whether it's a simple 
letterhead or a 4-color 
brochure . . . whether it's 
going letterpress or offset . . . 
you can depend upon Fine Arts 
for a superb job at the right 
price. May we quote you 

on your next job? 


DELAWARE 7-8566 | I 555 


FINE ARTS PRINTING COMPANY 
814 N. FRANKLIN ST., CHICAGO 10 


rRsT 5000 


ess reproduction, 


ity letterpr 
Finest quell kling halftones ..- 


‘ 1 or 2 sides. Sparkiv \ 
iy “> readable type. “yt ename 
Kalamazoo of/' 

Special saving of 
volume runs. 


tories division, New York; E. R. Squibb 
International Corp.. New York; 
3ell & Howell Co., Chicago; Hercules | 
?owder Co., Wilmington, Del. 

John C. Kupferle Foundry Co., St. 


first-— you need 


* May-June 
Hooper Report 


Whadduyuh 


mean 
first? 


It’s a good question. A radio station can be first with all kinds of people: 


AM 


ABC BASIC NETWORK ® 5000 WATTS 


It can be first with left-handed schoolteachers, or seven-foot motormen, or women 
having their hair done, or men with cne foot on a brass rail. 


So what? 
So this: ask Mr. Hooper who’s first in Baltimore—in the departments that count. 
Such as: WFBR: First in morning audience. WFBR: First in afternoon audience. And 
in the three-ring, all-star sweepstakes department—WFBR: FIRST IN TOTAL 
RATED PERIODS '!* Plus: something no other Baltimore station can even approach— 
a listener loyalty factor, represented by over 100,000 people who come to WFBR to 
see a broadcast every 365 days! 


Private memo to timebuyers: Fall is just around the corner. In Baltimore, if you want to be 


MD. 


IN BALTIMORE, 
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 
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Today it is a woman who signs the dollars that American women use in 
managing the family budget. And Ladies’ Home Journal continues, issue 


after issue, to appear on more women’s budgets than any other magazine. 


JOURNAL 
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THE MAGAZINE WOMEN BELIEVE IN wear ¢ 
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PHOTOGRA 


INTENT—Robert Messler, Crowell-Collier (left), at the National Association of Maga- 
zine Publishers convention, holds the attention of Percy O-Connell, American News 
Co.; George Delacorte, Dell Publishing Co.; and John McPherrin, Hearst Magazines. 
SMILES—Here are Arch Crawford, pres- 
ident, National Association of Maga- 
zine Publishers, and Thomas D‘Arcy Bro- 
phy, chairman of Kenyon & Eckhardt, at 
the NAMP convention in Spring Lake, 
N. J., at which Mr. Brophy was a prin- 


CHOOSE PHILADELPHIA ART—Members of the exhibition committee of the Art cipal specker. 


Directors Club of Philadelphia get to work on selection of material for the 15th 

annual exhibition, which opens Oct. 15 at the Free Library of Philadelphia. Left 

to right are Carl Eichman, General Outdoor Advertising Co.; John Maxwell, Hutch- 

ins Advertising Co., committee chairman; Frank Kilker, The Saturday Evening Post; 
and Club President Edward Evans, of John Falkner Arndt & Co. 


* wi MONEY BACK 


YOUR MEW SCHICK ELECTRIC DOLSNT 


WEATHER EYE—On the windswept course near Spring Lake, N. J., this foursome 

compared scores during the National Association of Magazine Publishers conven- 

tion tournament. Left to right, Marvin Pierce, McCall Corp.; Albert L. Cole, Reader's 

Digest; Gardner Cowles, Cowles Magazines; and Frank Soule, Conde Nast Pub- 
lications. 


Tick-Tock.. Tick-Tock... QUIRTLY AGED FO PERFECTION 


PLEASANT WORK—Ben Wicks, artist and 

creater of the Cole of California bathing 

suit ads, poses with Queen Nancy Green, 

whom he selected to reign over the an- 

nual Tournament of Lights at Newport 
Harbor, Cal. 


OUTSHAVER—K. C. Gifford (right), president of Schick Inc., Stamford, Conn., and 

Sy Moorman, sales manager, reviewed merits of the ‘‘money back” challenge, 

which Schick is offering customers, at the company’s yearly sales convention. The 
ad will appear in national media this fall. 
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MIXED PLEASURE—Carole Johnson, ad manager of Chicago Printed String Co., 

Chicago, had a mixed reaction to the way Time placed her ad in the Sept. 19 is- 

sue. Running her “tulips or transformers’’ copy above Thos. Moulding Floor Mfg. 

Co.'s ‘fashions or factories’ wasn’t good, she feels, but she wasn’t displeased to 

see the Old Charter color page opposite (the bottle therein also appears in Chi- 
cago Printed String’s own ad). 


POINT-OF-SALE—Michigan State Apple 
Commission’s new point-of-sale displays 
were developed and lithographed by Ein- 
son-Freeman Co. Brooke, Smith, French 
& Dorrance, Detroit, is the agency. 


wee 


PLEDGED TO BEAUTY—John O. Gantner Jr., head of Gantner of California, swim- 
wear manufacturer, demonstrates the difference (see the marks on the model's 
suit?) between the French-type suit and one in his 1950 line. The Gantner company 
has promised to continue making suits that are wearable, as well as flattering. 


PARTYGOERS—Irving S. Olds, chairman 

of the board of United States Steel 

Corp. (right), chats with Announcer Nor- 

man Brokenshire at a party marking the 

debut of “Theater Guild of the Air’ on 
NBC. 


TRANSAMERICA DIRECTORS—Charles D. Meissner, Charles Meissner & Associates, 
Milwaukee (second from right), was elected national director of Transamerica Ad- 
vertising Agency Network at its annual conference in New Orleans. Left to right 
are M. Glen Miller, M. Glen Miller, Advertising, Chicago, reelected central district 
governor; Earle A. Buckley, Earle A. Buckley Organization, Philadelphia, eastern 
district; Mr. Meissner; and W. L. Phillips, Phillips Co., San Diego, Cal., western district. 
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Metcalf Adds 4 Accounts 


George T. Metcalf Co., Provi- 
dence, R. I., recently acquired four 
new accounts in the Providence 
area. They are: Armenian Rug 
Co., retailer of broadloom and or- 
iental rugs: Johnson Mfg. Co., man- 
ufacturer of home work shop ma- 
chinery and equipment; Mason Can 
Co., manufacturer of wire spools, 
and Wardell Braiding Machinery 
Co., manufacturer of “Wardwel- 
lian” braiding machinery. 


Urges ‘Advertising Month’ 


Pointing out that in June, 1950, 
the National Industrial Advertis- 
ers Association and the Advertis- 
ing Association of the West will 
hold their conventions in Los An- 
geles, and the American Market- 
ing Association will meet in San 
Francisco, the Southern California 
Broadcasters Association has pe- 
titioned Governor Earl Warren to 
declare that month “Advertising 
and Marketing Month.” 


§ DAVENPORT 
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The Democrat & Leader 


DAVENPORT, IOWA 
Represented Nationally by Jann & Kelly Inc. 


Want to test the acceptability 


Oo or saleability of a new product 

3 \ i or service for business and 
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wy professional men? Want readers* 


with buying-power in 3000 typical ‘ 


communities all over America? 


Advertise in 


CHICAGO 11, 
ILLINOIS 


MEMBER A. B.C 


Macfadden’s Smith 
Says Workers Have 
More ‘Loose Money’ 


New YorK—The average wage 
worker has more “loose money” 
to spend than he did three years 
ago. 

So says Everett R. Smith, direc- 
tor of Macfadden Publications’ di- 
vision of marketing and research, 
reporting changes in wage earner 
buying power between mid-1946 
and the second quarter of 1949. 
In a new “marketing memo,” 
Macfadden’s research chief gives 
the following index of “discretion- 
ary spending power” (amount of 
money a family has after the cost 
of basic living necessities is sub- 
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tracted from wages): 
(1939 equals 100) 


of new workers entering the labor 
market, he declares. 


Year Wage Earner Non-Farm 

& Qtr. Family Families . 

1949 (2nd Q.) 253 165| Rotert Joins WCKY 

pred gh = aa William H. Rotert, formerly ac- 

1946 (2nd Q.) 214 1a7|;count executive of Hahnle Ad- 

Average 1946 208 139| vertising Agency, Cincinnati, has 
The index, Mr. Smith says, joined the sales staff of Station 


“shows that wage earner families 
are better off than at any period 
during 1946, and have approxi- 
mately 20% more discretionary 
spending power in mid-1949 than 
in mid-1946. This is in spite of 
the fact that basic living costs for 
such families increased about 20% 
over this period of time... 

“In addition to all this, aon- 
agricultural employment is now 
about 6% higher than in 1946. Of 
course, there is more unemploy- 
ment at present,” partly because 


WCKY, Cincinnati. 


Dodge Promotes Desmond 


L. F. Desmond, regional manager 
of the Kansas City region, has 
been appointed sales supervisor of 
the Dodge division of Chrysler 
Corp., Detroit. 


Pontiac Appoints Walker 

Leslie W. Walker, parts sales 
manager, has been appointed sales 
promotion manager of the Pontiac 
Motor division of General Motors 
Corp., Pontiac, Mich. 


ta. 


Ay 


J ONE ven coy 


“MUST” 


If so, heed this: 


Magazine markets. 


You Dont Need a Lot of Extra Tires 
+0 Gera GO0D RIDE... 


Drawn by John Buckley, whose illustrations appear weekly in Pictorial Review 


READING FOR ADVERTISING EXECUTIVES: 
Want to lessen waste in your advertising by putting its 
full pressure on your biggest, most responsive markets ? 
Want to fit your advertising exactly to your distribution ? 


Only in PICTORIAL REVIEW can you buy separately, 
without penalty ... even for color .. . your choice of 
from one to ten of America’s great-volume Sunday 


Other unique PICTORIAL REVIEW values offer you: 


“Center-of-stage” visibility for each advertisement; a 


clear field for your sales appeal because of no com- 


petitive product pages. 


Distributed with 
The Sunday Issues of 


CHICAGO HERALD-AMERICAN 
MILWAUKEE SENTINEL 
PITTSBURGH SUN-TELEGRAPH 
BOSTON ADVERTISER 
LOS ANGELES EXAMINER 
SAN FRANCISCO EXAMINER 
SEATTLE POST-INTELLIGENCER 
NEW YORK JOURNAL-AMERICAN 
BALTIMORE AMERICAN 
DETROIT TIMES 


To all this, add the unequalled, 
street-by-street, market-by- 
market guidance of the famous 
Hearst Sales Operating Controls. 
Then decide to let PICTORIAL 
REVIEW start multiplying sales 


520 N. MICHIGAN AVE | 


for you. . 


Copyright 1949 by Hearst Consolidated 
| Publications, Inc., Hearst Advertising 
Service Division. All rights reserved. 


. commencing now. 


in Pictorial ities 


i > 
P canyouby fon 10 
iq-City Sunday Magazine Markets. 


you buy from 1 to 10 
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PUBLICATION 


Represented 
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by Hearst 
Advertising 
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Blue Bonnet Gets 
Reynolds’ Aluminum 
Wrap, New Ad Push 


New YorkK—Standard Brands is 
using large space in newspapers, 
radio and point-of-sale material 
to promote Blue Bonnet yellow 
margarine in a new flavor-saving 
wrapper made of Reynolds’ alumi- 
num foil, in the 34 states in which 
margarine is legal. 

The new foil reportedly seals 
the flavor of margarine and pre- 
vents odors of store or home re- 
frigerators from penetrating the 
package. Adaptation of the foil to 
packaging of yellow margarine 
was a joint undertaking of Rey- 
nolds Metals Co. and Standard 
Brands. 

Blue Bonnet ads are running in 
all cities over 50,000 population 
in the margarine areas of the coun- 
try. 

Ted Bates & Co. handles the ac- 
count. 


SPARKLE—Pretty drum majorette Lisbeth 
Kellogg models aluminum foil costume for 
Blue Bonnet division of Standard Brands, 
which is introducing a new wrapper made 
of Reynolds aluminum foil to preserve the 
flavor of Blue Bonnet yellow margarine. 


‘Mid-Ocean News’ Ups Rates 


Effective Oct. 31 Mid-Ocean 
News, Hamilton, Bermuda, will in- 
crease its rates. The rate for week- 
days will be 70¢ per column inch 
and for Saturdays will be 90¢ per 
column inch. 


extron Gets New Quarters 
Textron Inc., New York, textile 
anufacturer, will move the mer- 

‘handising and sales offices of 


he women’s apparel divisions and 
he domestics and finished fabrics 
ivisions from 401 Fifth Ave. to 
the 16th floor of the Empire State 
Bildg., 350 Fifth Ave., in November. 
The men’s wear division is ex- 
pected to move to that location 


Rennie Joins CED; Will 
be Executive Director 


Wesley F. Rennie, formerly as- 
sociate general secretary of the 
World’s Committee of Young Men’s 
Christian Associations, has been 
appointed as executive director of 
the Committee for Economic De- 


next month. 
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RETAIL SALES 


Yes, you can OK St. Joseph as a dependable, growing Retail Mar- 
ket ... Prosperous Farmers and Growing Industrial Payroll insure 
just that. 


Since 1939 the UP in Retail Sales for 


UNITED STATES 3.1 Times 
STATE OF MISSOURI 3.2 Times 
ST. JOSEPH, MISSOURI 3.7 Times 


Sales Management estimate for 1948 vs. U. S. Census for 1939. 


iSt.Joe,Mo. 


velopment, New York. 

Mr. Rennie has been associated 
with United Nations activities since 
the 1945 UN conference in San 
Francisco, at which he was a 
YMCA observer. He is the UN 
liaison representative of the 


RSS spain: 
aot 


World’s Alliance of Young Men’s 
Christian Associations, a member 
of the UN’s interim-committee of 
Consultative Non-Governmental 
Organizations, and chairman of the 
sub-committee on technical facili- 
ties and services. 


KNX Appoints Jones 

Merle S. Jones, formerly gen- 
eral manager of WCCO, CBS out- 
let in Minneapolis-St. Paul, has 
been appointed general manager 
of CBS’s Los Angeles station, KNX, 


and the Columbia Pacific Network. 


| 


rv 
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Readers 


Healthful Living in Comfortable Homes 


IF your product helps to promote healthful, comfortable living 


in more wholesome, sanitary, convenient homes, here is a con- 


centrated bloc of readers seeking precisely those benefits — 
the subscribers to HYGEIA, Health Magazine of the American 


Medical Association. 


69.7 per cent own their own homes 


83.7 per cent are married men or women 


89.3 per cent have high school educations 


or better — 


58.5 per cent, university or college educations 
100 __—per cent pay to get the reliable health 
information in HYGEIA 


These are the people who want vacuum cleaners that keep their 


homes cleaner, better footwear for children and adults, saner 


beauty preparations, more wholesome food for all the family — 


and a thousand other adjuncts to pleasant, health-wise living. 


This is the highly selected audience that 


can “afford” healthful living because it 


knows the value and pleasure of healthful 


living. 


For further details, address 


ST. JOSEPH NEWS-PRESS 


(EVENING ANO SUNDAY) 


St. Joseph Gazette 


(MORNING) 


cla 
AMERICAN MEDICAL ASSOCIATION 
535 NORTH DEARBORN + CHICAGO 10, ILLINOIS 


THE HEALTH MAGAZINE 
OF THE 
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AP, Hairdressers 
Reach Stalemate 


New YorKk—Associated Press re- 
action to the letter from Maye 
Whitley, president of the National 
Hairdressers & Cosmetologists As- 
sociation, which implied that an 
AP story was inspired by Toni 
propagandists (AA, Sept. 19), was 
summed up in this way by Frank 
Starzel, AP general manager: 

“We have acknowledged the let- 


ter, and have no further comment | 


to make.” No disclosure of its con- 
tents was made. 

Meanwhile, it developed that the 
letter, which was made public last 
week, did not reach AP until its 


contents were generally known 
elsewhere. In fact, an inquiry from 
AA made AP aware of its exist- 
ence for the first time. 

Mr. Starzel said that the em- 
battled story merely derided the 
FTC ruling in good-natured fash- 
ion. : 


A.S.H. Associates Moves 

A. S. H. Associates, New York, 
advertising art, production and 
copy house, has moved to new 
quarters in the Times Tower, 1475 
Broadway. 


Appoints Brown Agency 
Oelerich & Berry Co., Chicago, 
Old Manse syrup, has placed its 
advertising with E. H. Brown Ad- 
vertising Agency, Chicago. 


in refrigeration ia 
air conditioning 


. 


REFRIGERATING — 


ENGINEERING 
n 


for “overall | 
O.E.M. coverage” — 


An ad in ‘*R. E."" 
is an ad 
**geing to work"’ 


Put your sales message in working 
clothes . . . send it where hard hitting 
advertising really pays off .. . to the 
Original Equipment Manufacturers in 
refrigeration and air conditioning. Re- 
frigerating Engineering reaches more 
“executive engineers” in these plants 
than any other publication in the field. 

These “executive engineer” readers 
are the men who buy raw materials, 
components and assemblies by the 
carload for this $2,500,000 market. 
They’re the big volume buyers you 
must sell to sell this big volume market. 


Want helpful facts on the sales po- 
tential of your product in the refriger- 
ation and air conditioning market? 
We'll be glad to brief your sales 
department. 


Refrigerating Engineering 


Published by 
The pene he Society 
of Refrigerating Engineers 


40 W. 40th St. 


Established 1922 


New York 18, N. Y 


FOR PRODUCT INSTRUCTIONS a 
Psd diagrams and instructions on product 


2639 N. Kildare ° 


att hele eerie e Sree 


Chicege 39, Illinois 


Mystik Trade Mork Registered * Offices in Principal Cities 


Railroads Run Copy 
in 9,300 Newspapers 
Protesting Strike 


Cuicaco—The Railroads Inter- 
regional Advertising Committee 
completed last week a 9,300-news- 
paper smash warning the public 
about the dangers inherent in the 
Missouri Pacific strike. 

The walkout of 5,000 of the rail- 
road’s operating employes, under 
orders from officers of four rail- 
road brotherhoods, started Sept. 9. 
Members of the railroads’ joint ad 
committee, which represents east- 
ern, southeastern and western car- 
riers, decided the emergency called 
for an immediate statement of the 
roads’ stand in the company-union 
controversy. 

Copy for the committee’s news- 
paper ad, headlined “Why the Mis- 
souri Pacific Railroad Strike?,” 
was approved Tuesday night, Sept. 
13, and the agency in charge, Mc- 
Cann-Erickson, rushed out plates 


i. 


Advertising Age, September 26, 194:) 


and reproduction proofs as quickly 
as possible. The ads, of 1,500, 1,000, 
684 and 616 lines, began appearing 
in dailies the following day. In all, 
McCann-Erickson scheduled the 
copy in 1,800 dailies and 7,500 
weekly newspapers throughout the 
country. 


ws The special message contends 
that leaders of the union brother- 
hoods have disregarded provisions 
of the Railway Labor Act. The 
unions, said the copy, “insists that 
they be the sole umpire of their 
own disputes over the meaning of 
contracts.” It concluded: “If these 
men will not comply with the pro- 
visions of the law for the settle- 
ment of such disputes, then all 
thinking Americans must face the 
question, ‘What is the next step?’” 

The committee’s message was 
confined to newspapers, since ra- 
dio stations will not air one side 
of a controversial labor issue. 
Committee heads said last week 
that the entire advertising opera- 


tion was handled on an emergency 


basis, and that no decision ha 
been made on follow-up copy. Th« 
strike has thrown 22,500 other 
M.P. employes out of jobs and 
curtailed traffic in the company’s 
operating area. 


Squirt Starts Sampling 
The Squirt Co., Beverly Hills 
Cal., has begun an intensive sales 


and sampling drive consisting off 


direct mail card couponing, store 
demonstrations, and a _ point-of 
sale decal placement drive. The 
promotion will be handled on a 
local basis through the company’s 
more than 300 franchise holders. 
Tied in with the home sampling 
and decal placement will be a new 
account sales contest to increase 
distribution through both carton 
and non-carton outlets. There will 
also be some sampling of doctors 
and dentists. 


Kessling Names Junger 

Mort Junger Advertising, New 
York, has been named to direct 
the national, trade and direct mail 
advertising of E. Kessling Ther- 
mometer Co., Brooklyn. 


both hands 


to pound away 
for plus-sales 
in Big St. Louis 


(America’s 8th largest market). 


You'll take off excess 
COSTS 


with a substantial schedule 


in The St. Louis Star-Times. 


182,755 responsive 


St. Louis Star-Times reader families 


give you 


LOW COST PULLING POWER. 


in big St. Louis 
that means 


@ Do you hove an institutional 
story to tell St. Lovisans? Re- 
serve space now in the ouf- 
standing ‘‘Forward In '50"’ 
edition of The Star-Times com- 
ing December 30, 1949. 


THE ST. LOWIS STAR-TIMES 


Represented Nationally by The George A. McDevitt Co. 


IN 1948 THE STAR-TIMES CARRIED 34.7% OF TOTAL DAILY DISPLAY ADVERTISING IN ST. LOU S. 
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IN CHICAGO MARKET—Switzer’s Licorice Co., St. Louis, began a car card campaign 

this month in the Chicago market through its agency, Kane Advertising, Bloomington, 

Ill. Window streamer reproductions of the card will be used in grocery, drug and 
candy outlets. 


90 Manufacturing 
Centers Have 2/5 
of All Factories 


New YorK—A market analysis 
to show manufacturers of factory 
supplies the up-to-date “bull’s 
eyes” for sales efforts has been 
compiled by the editors of Modern 
Industry and is published in the 
magazine’s current issue. 

Ninety primary and secondary 
manufacturing centers in the U. S., 
housing 39% of the nation’s fac- 
tories, account for 77% of the dol- 
lar value manufacturing adds to 
all types of products, the magazine 
reports. 

“In the industrial market, as 
with the consumer’s market,” the 
magazine states, “relatively few 
customers have the buying power 
to represent a major share of the 
national market. Special tabula- 
tions by the Census Bureau under- 
score this fact, showing that about 
12% of the 240,801 manufacturing 
plants in the United States repre- 
sent almost 80% of the potential 
market for industrial suppliers 
such as machinery, raw products, 
and services.” 


s The Modern Industry tabula- 
tions show 4% of the total number 
of multi-plant corporations con- 
duct about 57% of all manufactur- 
ing activity in the United States. 

Breakdowns for the market areas 
in seven geographical divisions are 
given in the compilation. The 
90 key manufacturers’ market 
areas contain 160,223 manufactur- 
ing plants in the national total of 
240,801, and these plants employ 
10,611,300 of the total of 14,292,- 
000 factory workers. 


Wilson Schedules 
Fall and Winter B-V 
Gravy Maker Drive 


Cuicaco—Wilson & Co. in Octo- 
ber will launch its 1949 fall and 
winter promotion for B-V, billed 
as “America’s favorite gravy 
maker.” 

Following campaign announce- 
‘vent pages in food trade publica- 
lions, the company will promote 
‘he product in Family Circle, 
(;ood Housekeeping, Ladies’ Home 
-ournal and Woman’s Day. 

B-V also will be featured in 
ewspaper copy in more than 100 
ewspapers across the country and 
1 the “Wilson Weekly Bulletin” 
olumn, which runs on Thursdays. 

In addition, the product will 
e pushed through audience parti- 
ipation shows, radio spot an- 
ouncements and several regional 
rograms, through Ewell & Thur- 
‘r Associates. 


o%ins Edwards Agency 


Walter R. Harvey, formerly 
ith Hardware Distributors, has 
ined Edwards Advertising Agen- 
y, Hackensack, N. J., as traffic 
id production manager. 


lames Jesse Butcher 


Jesse Butcher, formerly with 

<MPC, Los Angeles, has been 
amed business coordinator of Ir- 
‘in-McHugh Advertising Agency, 
severly Hills, Cal., agency. 


Coutt Reopens PR Office 


Leo E. Coutt, formerly public 
relations head of Scholts Adver- 
tising Service and public relations 
counsel for Modglin Plastic Prod- 
ucts, has reopened an office as 
public relations counsel at 3050 
W. Seventh St., Los Angeles. 


Philip Morris Adds 
Nose Test Switch in 
‘No Hangover’ Copy 


New YorK—Philip Morris & Co. 
has launched a new campaign 
based on its “No Cigaret Hang- 
over” theme. The drive, said to be 
one of the biggest in the company’s 
history, is using 800 daily news- 
papers, about 100 comic supple- 
ments, and will be continued on 
the three Philip Morris radio 
shows, two television shows, and 
in spot announcements on both ra- 
dio and television. Biow Co. is 
the agency. 

Now in use for two years, the 
“No Cigaret Hangover” message 
will be bolstered by a nose test 
theme. Previously, the nose test 
had only been used in television 
spots, and by the sales force. This 


marks its first in 
printed media. 

Philip Morris sales are reported 
running 30% ahead of last year, 
and company and agency officials | 
attribute much of this success to 
the impact of the “No Cigaret | 
Hangover” theme. 


appearance 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co., Inc 


NOTICE 


We wish to announce that we are not affiliated in any way with any print- 
ing brokers or other printing houses. Our plant is General Offset Printing 
Co., Inc., located in Springfield, Mass. 
The following are our only representatives serving the Metropolitan area: 
Harry Wolfson 
Joseph Beebe Jerry Kief 
Betty Lorber Sam Krumholz 


GENERAL OFFSET PRINTING CO. 
of SPRINGFIELD, MASS., INC. 


18 East 46th Street — New York 17, N.Y. 
Tel.: MUrray Hill 7-8660 


“Yes! It’s easy to finish my work on time. If I make one 


Before five ? Thats easy... 


with 


little mistake, I don’t have to retype the whole letter... 
because Hammermill Bond takes quick, clean erasures.” 


* 


* * 


Your typists also will turn out faster, neater work on the 
firm, snow-white surface of improved Hammermill Bond. 
Try it. You'll agree that this paper makes any typing done 
on it stand out with new sparkle and clearness. 


Send for samples of improved Hammermill Bond 


Hammermill Bond / 


LOOK 


For the name of a member of the Hammermill Guild 
of Printers, ready and willing to supply your print- 
ing needs on Hammermill Papers, call Western 
Union by number and ask for “Operator 25.” 


Companion papers for office use include Hammermill 


Mimeo-Bond and Hammermill Duplicator 


FOR THE WATERMARK... IT IS HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 


The coupon below will bring you 
samples of improved Hammermill 
Bond in white and fourteen pleasing, 
easily identified colors. We'll in 
clude, if you wish, a copy of ‘‘ Your 
Next Letterhead,’’ the Hammer 
mill idea-book, which you'll find 
useful in improving or redesign- 

ing your present letterhead. 


f--------- 


Hammermill Paper Company, 
1459 East Lake Road, Erie, Pennsylvania 


Please send me—FREE—a sample packet of Hammermil!! Bond 
sheets and a sample book. (Check if you'd like a copy of “Your 
Next Letterhead” and sample books of [) Hammermill Mimeo-Bond 
[| Hammermill Duplicator.) 


Name 


Position 


or write on, your business letterhead AA-9-26 


Please attach to 
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AA Slipped $99,000,000 
on Cadillac Copywriting 

To the Editor: We are all most 
deeply appreciative of your 
splendid article about Cadillac ad- 
vertising, and the part this agency 
has played in it for so many years. 

However, I think I ought to tell 
you that one of your linotype op- 
erators short-changed me ninety- 
nine million dollars! He said I 
have written more than a million 
dollars’ worth of advertising— 
whereas, I have passed a hundred 
million. 

JAMES R. ADAMS, 
President, MacManus, John & 
Adams Inc., Detroit. 


Credits Ewald and Ternes 
for Share of Cadillac Copy 


To the Editor: When I read 
Miller Hollingsworth’s story on 
Cadillac in the current issue of 
ADVERTISING AGE I was amazed to 
see no mention of the years during 
which Cadillac copy was written 
by John B. Ternes of Campbell- 
Ewald Co. In justice to Henry 
Ewald who employed Ternes and 
groomed him expressly for writing 
Cadillac copy, I think this void 
in Hollingsworth’s story should be 
brought to your attention. 

In my opinion John Ternes 
wrote copy every bit the equal of 
that of MacManus, and that later 


written by Adams. 

But I must also state that I have 
always felt the copy written by all 
three has been a jumble of cold 
meaningless “big words,” “essays” 
as it were, that have never done 
justice to the power, strength, vi- 
tality, beauty and “liveness” of 
this great automobile which has so 
many exclusive and wonderful 
features. 

Of course, such an attitude is 
to be expected from the man re- 
sponsible for the controversial 
Lewyt vacuum cleaner copy which 
talks right out loud about “No 
Dust Bag to Empty” and the many 
other great features of this cleaner 
which have made it the sensation 
of the electrical appliance in- 


dustry! 
JOHN A. DRAK®, 
Hicks & Greist Inc., New 
York. 
oo. & 
No Sour Grapes Here 


To the Editor: It’s not that I 
am sore because an out-of-town 
agency took the best Dallas ac- 
count away when it was resigned 
by one of the best Dallas agencies. 
I,never did think much of their 
advertising in the past. 

Boy oh boy, but the new agency 
is certainly doing a terrifically 
lousy job. It just seems to be a 
jumble of everything in a feeble 


e publish two good newspapers 


.. they are read by virtually every 


family in and around Louisville. 


e sell advertising space at 


reasonable rates. 


It produces sales. 


er~ 
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_ THE LOUISVILLE TIMES ~ 


335,585 DAILY © 268,044 SUNDAY © REPRESENTED NATIONALLY BY THE BRANHAM CO. 


This department is a reader’s forum. Letters are welcome. 


attempt to copy Coca-Cola, but it 
would take somebody in the adver- 
tising business to see the connec- 
tion. 

Just try Dr. Pepper some time. 
It has a definite, distinctive flavor. 
Mothers prefer it for their child- 
ren because it does not contain the 
mild stimulant found in cola 
drinks. In my estimation it quen- 
ches the thirst better than the 
average bottle drinks. 

Does the Creative Man agree or 
disagree? I will be looking for his 
answer in his column. 

R. J. BURKE, 

R. J. Burke Advertising Inc., 

Dallas, Tex. 


‘Labor News’ Advertises 
in Adversary's Pages 

To the Editor: Who's giving 
whom the business? 

A Detroit labor and business 
publication have been giving 
each other the business for nearly 
forty years... but not in the man- 
ner that was decided upon this 
week. 

Detroit AFL unions, through the 
Detroit Labor News, have har- 
pooned the Board of Commerce 


With a Message for Employees 


. .. Can tell it best only in a 
a media backed by 37 years of 
confidence. . “The Detroit 
Labor News,” the official pub- 
lication reaching and represent- 
ing the AFL Unions of Detroit. 


DETROIT LABOR NEWS 


Detroit & Wayne County Fed. of Labor 
AFL Bldg. WOodward 3-5012 


policy and its newspaper, The 
Detroiter, for the last four dec- 
ades. In turn, the Board of Com- 
merce paper, The Detroiter, has 
fumed about political candidates 
of the AFL continually, its policy 
and unions in general, for 40 years. 

The millenium was reached this 
week when Frank X. Martel Jr., 
manager of the Labor News, signed 
a year’s contract to carry the La- 
bor News message and that of the 
AFL direct to the Board of Com- 
merce members each week via 
their very own publication, The 
Detroiter. 

This along with all other adver- 
tising or publicity for the AFL 
unions of Detroit is handled and 
placed by this agency. 

RUSSELL A. GREEN, 

Russ Green Advertising, De- 

troit. 

* 7 © 
Says Steepolator Coffee 
Bags Developed by Weisman 

To the Editor: An article on 
Page 44 of your Aug. 29 issue, en- 
titled “Coffee Bags Prove Worth,” 
contains inaccuracies which I am 
sure were unintentional upon the 


|part of ADVERTISING AGE. In this 


article, Steepolator coffee bags are 
incorrectly credited to Messrs. 
Keefe and Peratsakis of the 
Araban Coffee Co. of Boston. 
Actually, my client, Maurice 
Weisman of the Per Cup Coffee 
Corp. of 5 Gaston St., Boston, de- 
veloped and patented the Steep- 


|olator individual cup coffee bag, 


as well as its packaging machinery. 
Steepolator bags, through the Per 
Cup Corp., are available to any 
coffee brand or roasting company 


ue 
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on the same basis as to the Araban 
Co. 
Advertising plans for Steepola- 
tor bags are now being prepared. 
STANLEY H. BEAMAN, 
Stanley H. Beaman Co., Bos- 
ton. 


Coincidences Like This 
Keep Things Humming 

To the Editor: I don’t know what 
to say about the enclosed (iong 
arm of coincidence or great minds, 
etc., etc.). I thought this would 
interest you, and as further in- 
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terest, our ad was written and 
went into production in May, 1949. 

Maybe this is worth something 
and maybe it isn’t. 

EDWIN CAHN, 
Vice-President, George H. 
Hartman Co., Chicago. 

Mr. Cahn refers to the “Hum 
Sweet Hum” heading used in the 
Standard Oil of British Columbia 
ad that appeared in AA Aug. 1. 


Poetry on Salesmen’s List 

To the Editor: We would like 
to have your permission to re- 
print the article, “Take a Look 
from the Front of the Counter,” 
appearing on Page 62 of your Sept. 
5 issue, 

We will credit Carl Connable 
and ADVERTISING AGE, of course. 
Our bulletin goes out to both our 
salesmen and retail store members. 

OLLIE M. May, 

Assistant Secretary, Illinois 

Men’s Apparel Ciub, Chicago. 


To the Editor: We would like 
your permission to reprint “Take 
a Look from the Front of the Coun- 
ter” (AA, Sept. 5) in “The Over- 
flow,” our internal house organ for 
Upjohn salesmen. 

R. O. TRUBEY, 

Editor, “The Overflow,” The 

Upjohn Co., Kalamazoo, Mich. 


Muncie Polio Posters Do 
A Community Service Job 


To the Editor: The attached pho- 
to and the following story is sent 
to you at the suggestion of Max- 
well Fox of the Advertising Coun- 
cil. Mr. Fox believes, and we con- 
cur, that many of your readers 
would be interested in this piece 
of public service advertising. 

The story, briefly, is as follows. 
Three of the counties in which I 
operate an outdoor advertising 
plant have just gone through an 
epidemic of polio (Delaware, Ran- 
dolph and Jay). The epidemic was 
serious enough that all public 
| gatherings were prohibited, includ- 
'ing church services. Two county 
fairs were postponed. With all 
| these precautions being taken, po- 
lio was about the one and only 
| thought on the minds of most of| 
ithe residents within these coun-| 
ties. 


| 


We thought that outdoor adver- 
| tising might be able to help if we) 
|could get across to the public the} 
main precautions to be taken to} 
avoid polio. We secured a list of | 
these precautions from the local | 


county infantile paralysis organi- 
zation, designed the poster shown 
on the photo, and asked Thomson 
Symon Co. of Terre Haute to make 
up 15 posters for us. 

Thomson Symon very graciously 
rushed production of these posters 
and contributed them free of 
charge. 

The posters were put up at some 
of the best locations after first 
securing approval of the adver- 
tiser who was normally scheduled 


that 


“good planting” 
precedes a harvest 


He is Advertising Manager of 
the Steubenville (Ohio) Her- 
ald-Star 


@ Bill, like all Brush-Moore 
advertising men and women, 
thinks in terms of cash regis- 
ters. Give him 28 lines single, 
or 150 over 5 columns, and he 
will get the last ounce of pro- 
motion out of the schedule. 

Follow him down the street 
any day, any time, and you see 
how many people — business 
people —say “Hello, Bill.” 

If you have a really tough 
one to crack, a test or a regular 
schedule, this man can help 
you plenty in Steubenville. He 
has over 26,000 Steubenville- 
Heralds each day to help him. 


, From black smoke... 
yellow gold... 


Yes Sir — the billowing black 
smoke that rises over our ex- 
tensive industrial operations 
has an uncanny way of chang- 
ing to gold . . . that flows daily 
into the channels of retail trade. 

Steubenville is the 21st city 
in Ohio in population. It ranks 
15th in the state in total retail 
sales, 13th in food sales, 13th 
in drug sales and 12th in gen- 
eral merchandise sales. Proof 
sent on request. 

Population (U.S. Census, 
1940) . . . 37,651. Retail sales 
(1948 est.) . . . $63,000,000. 


OUR 7 PAPERS 


@ CANTON (OHIO) REPOSITORY 
@ STEUBENVILLE (OHIO) HERALD-STAR 
®@ SALISBURY (MD.) TIMES 
These 3 represented by 
Story, Brooks & Finley, Inc. 
@ MARION (OHIO) STAR 
@ EAST LIVERPOOL (OHIO) REVIEW 


@ PORTSMOUTH (OHIO) TIMES 
@ SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 


TBRUSH MOOK: 
NEWSPAPERS | 


©ANTON-ON;0 on 


Advert 


COMM 
polio e 


for eac 

The « 
has bee 
cal pay 
front p 
eople 
caution 

How 
lessene 
never | 
and th 
from p 
the con 


Presi 
Mun 


Hart S 
One ‘L 
To tl 
new. 
This 
page a 
of the § 


knowle 


history 
has bee 
the ace 
case, T 
the ad 

in the s 


Prom 
quire 


‘Wind 
To th 
leaky fe 
those n 
fellow 
picking 
more ne 
of flyin 
Wyant 
nearly | 


29). 


A he 
cause r 
t-pe th 
p lot to 
The 
howeve! 
g up. 
The ¢ 
fund i 
“-urren 
rents. J 
every Ci 
“Wink 
® mass 
r ection 
nerall 
! orizont 
reams 


( irrents 


!om th 
! ight 4 
Under 


€ igine s 
‘ice of 


mart po Ngte ae sue ae fo gil Pie ie: (ew ds tae |, Seer pee ie en Rs : ee See ee es i age a ray ee 
ae oO ; aan x ee 1 GS: Gai cere ae a 0% 1 Te ‘=. ke: v2 eee oa + tal Toke ae : oe te 
2 e ge ie ee Zs aa eae Pt ais Ye sg PO td ee ray, ig AIR 3 ge ig te oi Cs ket aie oe eS eee ee ee a el 5 for na SET. ae eae ae 
ie 
a 68 a: = | 
ae 
Fae | 
Di ie P : usinaail : ie ae a ime Py eS ates es es 
sigs tr RR MR 
‘es eee 
Say ee 2©« @ 
—_— ia 
—_, 
al _ a oe \e } 
pga , * A E 
Are Wile BILL 
ale | ae oo -_ \ : 
on TT) ; a 
- ee we 4 COX A 
a +o} *}, 
lie Om 
teal : : 
ag : is old-fashioned £200 
og z | 2 
a A | \s pa = & 
; | , J | SE ‘ | je =) (ke las 
o P H [aD =o 
| pens he believes SISK aes 
a : ne er SA ee Pa, = 
seen a 
7 j | 
RE 
‘ | > A 
| SMART aie”. | 
i é LOLs bh 
hg Businessmensf Sf OS XxX os 
aga. oh Pttttte, .<ttitttah 
Si ebrittt : pw 
ae Be s positi 
eg ; | the fp 
ial ; ak recon 
ies a 
= mana, 
z i . that i 
ae east male. 
bad a, aa looks 
with 
: | 
ee 
| Be 
j | - 
- 
ae ie 
ih | 
es: SS 
eS 
so am ‘ . 
a | 
ie /_4: 
oa hia ®t | 
a ; S ie o = See 2, 
a ee y , ee rs c 
a a iad May ge Louri, : 
ey Quy, Yuin Fon, 
ey . se Ey Un, al 
oe — ef Sz BU 
oe — | Ssa= Se UISVILLE T; poe 
ee SILast bere, ur. = MES =: = 
te he > =F Se Ps ao “Weare t6 ray ie . 
me a a i ea tte Ste 
ae i | "r+ 3. SSS SS 
mT E ~~ es mal | TS Ss ' 
RE Qe Couri sural | 
ae a . pe 
i | 
ae ae ‘i 4 : ¥ : ee ae ‘ Pk, oe & : ; : , i (4 : ; é i , i Fe : as a Pee Sk. : ey ; ; F 
esi aren =i eres PE PS Me TEE RES EE LOR, web Mes PE eee Ss 3 er en Ae Sa AEs as a ey ae Ee aes rate ee a rag his fete Pea wk et aati. es i ry, ie ee Gi ie . ie ‘ ia) eee ik Lite ae pa i as egies # Se sea ay eet Re ia A 


Ly 


en i i. 


J™m™ Ff ea NS © ~ Fw FO 


Advertising Age, September 26, 1949 


FIGHT POLIO! 


OBSERVE THESE 


PRECAUTIONS: 


1 AVOID CROWDS 


2 AVOID OVER-FATIGUE 


3 
4 


AVOID SWIMMING IN POLLUTED WATER 
AVOID SUDDEN CHILLING 


5 MAINTAIN PERSONAL HEAL 
6 KEEP GARBAGE COVERED i 


COMMUNITY SERVICE—Fifteen of these posters placed in Muncie, Ind., during the 
polio epidemic, are credited with accomplishment of an outstanding good will job. 


for each of the locations. 

The comment about these posters 
has been generous. One of the lo- 
cal papers mentioned them in a 
front page story. We actually saw 
eople writing down the six pre- 
cautions as listed on the posters. 

How much these posters have 
lessened the spread of polio will 
never be known but the good will 
and the satisfaction that comes 
from performing such a service to 
the community is very gratifying. 

Bos ROBINSON, 

President, Bob Robinson Inc., 

Muncie, Ind. 

ee e« @ 


Hart Schaffner Explains 
One ‘Life’ Ad with Second 


To the Editor: Here’s something 
new. 

This appeared as a paid quarter- 
page advertisement on Page 160 
of the Sept. 12 issue of Life. To my 
knowledge, it is the first time in 


Elsewhere in this issue, in 
a Hart Schaffner & Marx 
advertisement, there is a 
picture of a young man 
waiting for a telephone 
booth. The painting was 
made by Tom Hall, 

stickler for accuracy. To 
make sure that the ladies 
in the background were 
drawn true to life, he took his sketchbook to a 
position in a railroad station where he could watch 
the public telephones. He came back from his 
reconnaissance convinced that neither sex has a 


oom 
HART SCHAFINER & MARK 


monopoly on longwindedness. 

Tom Hall, an outstanding portrayer of men, 
manages to catch that casual but correct look 
that is the distinguishing mark of the well-dressed 
male. This kind of tailoring is very deceptive. It 
looks easy, but isn’t. It depends upon 
drape and fine detailing You'll find it in clothes 
with the Trumpetere label ... the clothes that 
Hart Schaffner & Marx has made famous. 


pertect 


| 
history that space such as this 
has been purchased to talk about 
the accuracy of the artist—in this 
case, Tom Hall—who illustrated 
the ad appearing on another page 
in the same issue of Life. 

JULIAN S. FRANK, 

Promotion Department, Es- 

quire, Chicago. 

. “e@ 
‘Wind Is Moving Air’ 

To the Editor: I’ll bet my old, 
leaky fountain pen against one of 
those new ball-point jobs that the 
felow who said “Head wind is 
picking up. Open the throttle” is 
more nearly correct about the art 
of flying than his critics, Messrs. 
Wyant and Holznecht, and not 
nearly so “foolhardy” [AA, Aug. 
29). 


« ce of the atmosphere, are we to 


A head wind itself does not 
cause rough, turbulent air of the 
pe that gives warning to the 
lot to ease-off on speed. 
The pilot can rightfully say, 
wwever, “Air currents are pick- 
g up. Slow down.” 
The difference in expression is 
‘und in the terms “wind” and 
“-urrents’—with plural for cur- 
nts. Note that wind is used in 
ery case in the singular. 
“Wind is moving air, espetially 
© mass of air having common di- 
rection and motion. The term is 
nerally applied to air moving 
! orizontally, or nearly so; vertical 
reams of air are usually called 
( irrents.” This definition is taken 
! om the book, “Science of Pre- 
! ight Aeronautics.” 
Under the same conditions of 
igine speed and marked disturb- 


-“— « 


believe that flying is done more 
smoothly going tail wind than up 
wind? 
Wess SCHMALING, 
Sales-Advertising Department, 
Romec Pump Co., Elyria, O. 


Offers Ad Courses 


The St. Louis Advertising Club 
will present its fourth institute on 
advertising at St. Louis University, 
starting Oct. 11. The course will 
consist of two separate series—one 
on basic methods and materials 
for beginners or refresher students, 
and the other on advertising man- 
agement, dealing in procedure and 
theory. Leslie E. Prichard, St. Louis 
Post-Dispatch, is chairman of the 
club’s educational committee. 


Launches Apple Campaign 


Appalachian Apple Service, Mar- 
tinsburg, W. Va., launched a fall 
newspaper campaign Sept. 13 
covering 58 cities of the East and 
Southwest to sell maturing apples 
from the Appalachian belt. Radio 
and direct contact with retailers 
are also to play a role in the cam- 
paign. Lewis Edwin Ryan Inc., 
Washington, handles the account. 


Sie, uae th 


‘Inquirer’ Adds ‘Today’ 


The Philadelphia Inquirer has 
added a new colorgravure maga- 
zine, called Today, to its Sunday! 
edition. The first issue, published 
Sept. 11, carried 72 pages. The 
editorial features include fiction, 
food, fun, interior decoration and 
a complete novel. 


KFAB Names Soderlund 


Harold A. Soderlund, for the 
past five years in charge of regional 
sales of Station KFAB, Omaha, has 
been appointed sales manager. 


69 
Campbell-Santord Ups Smith 


William Smith, manager, has 
been appointed general manager 
of the Chicago office of Campbell- 
Sanford Advertising Co. 


> 


SIMPSON-REILLY, LTD.) 
Publishers Representatives 


SINCE 1928 
LOS ANGELES HALLIBURTON BLDG. 


SAN FRANCISCO RUSS BUILDING 
SEATTLE NEW WORLD LIFE BLDG.) 


816 PHILLIPS AVE, 


> for point-of-sale material or advertising mess- 

Easel or Wall hanger styles. Made of 

steel. in any color Baked Enamel or Laquer. 
THE YARDER MANUFACTURING CO. 


TOLEDO 12, OHIO 


folks are pretty attentive to just about every- 


We just want to tell you how we know that 


thing we print in The Deseret News. 


@ We sponsored a Ski School in Salt Lake City last 
winter. Engaged some national champs as instructors — 


Alf and Corey Engen, and Jack Reddish. 
readers about it. . 
we had to find a bigger hill! Thous- 
ands turned out. 
three months—and most local dealers 


reported 


Told our 
. and, the first day, 


The school ran for 


a complete sell-out of ski 


equipment! 


e@ Spring came along, and we sponsored a Junior 


Pentathlon. 


10,000 boys participated. We sent the win- 


ners to the NCCA meet in Los Angeles in June. 


e A lot of farm youngsters in the Mountain West raise 
fine livestock. They hold Junior Livestock Shows every 
year. We like to encourage them, so we award hundreds 


of dollars in prizes at these events, and 
give the young breeders an annual 
outing at a popular pleasure resort. 
The kids think The Deseret News is 


all right. 


os 
Vacation Contest. 
vacations to top resorts 
Bermuda and the U. S. 


In April, May and June we conducted a $50,600 
We sent the 424 winners on cost-free 
in Canada, 


Mexico, Hawaii, 


@ Midsummer ski race, believe it or not! 
sored the Timpanogos Glacier Cup Ski Race on July 30— 
highest and latest event of its kind in the U. S. Top 
skiers from all over the west did the racing—we just did 


the organizing and reporting. 


@ We brought Charles H. Henders, the noted New York 


interior decorator, to Salt Lake 


two-day forum on home decoration. 


droves. 


@ Hundreds of young people attend- 
ed our Tennis School last spring — 
more than a thousand participated in 
our Bowling Clinic conducted by Ned 
Day, and our Mixed Doubles Tourna- 
ment last September, and we're repeating this fall—and 
The Deseret News makes friends in lots of ways. 


soon... 


@ We guess all people are attentive when really inter- 
ested in what they’re reading. 
attentive readers — 83,887 families of them.” 


Is your message reaching them 


* Publish 


The Selb Le 


DESERET NEWS 


Serves the Mountain West — Daily and Sunday 


National Representative. 


Cresmer G Woodward, Inc. 


A golf clinic with Byron Nelson 
was held in Salt Lake and Ogden in 
June — another mighty popular Des- 
eret News promotion, 


We spon- 


last spring to conduct a 
Women came in 


That's why we have 


while they're attentive? 


er’s Statement, March 31, 
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Gets Hosiery Account 


J. W. Landenberger & Co., Phila- 
delphia, has appointed Broomfield- 
Podmore-Burnside, Trenton, N. J., 
to handle the advertising of Ran- 
dolph hosiery and Footlets. Trade 
and consumer publications will be 
used. Miriam Lee has joined the 
agency as stylist and fashion co- 
ordinator. 


“Outdoor West’ to Ayres 


William A. Ayres Co., San Fran- 
cisco, has been named Pacific 
Coast representative of Outdoor 
West, Sacramento, new hunting 
and fishing magazine. 


XMAS GIVING 


would be more profitable for your firm 
if you could get your favorite customers’ 
wives to proudly wear something with 
your Business theme on it. ‘‘The an- 
swer is''— 


CHIC DESIGNS STUDIO 
730 Sth Ave., N.Y. 22. 16-0443 § 


Consumer Booklet 
Pushes Fall Home 
Building Market 


Cuicaco—To stimulate home 
building, repairs and improvements 
during the fall and winter-season, 
American Lumberman & Building 
Products Merchandiser has de- 
veloped a 32-page consumer book, 
“A Guide to Better Living,” which 
retail lumber dealers are distribu- 
ting to customers and prospects. 

The two-color, 8%x11” book, 
carrying the individual dealer’s im- 
print, illustrates and describes 
ways of improving comfort, con- 
venience, value, efficiency and 
livability in the home. Insulating, 
weather-stripping, painting, re- 
pairing roofs, adding rooms, better 
space utilization and decoration 
are the specific topics covered. The 
home maintenance market, it is 


Tooth Brush Purchases by. 
Type of Outlet 


CHICAGO TRIBUNE CONSUMER PANEL 
April-May-June, 1949 


INDEPENDENT 
DRUG STORES 


25.6% 22.0% 18.4% 


DEPARTMENT 


STORES 


9.0% 


13.6% 11.4% 


WHERE THEY BUY—Where do they buy their tooth brushes, their hand 
lotions, their lipsticks? Which types of outlets are the most important in the 
distribution and sale of your product? These and many other questions vital in 
conducting successful merchandising and selling operations in the Chicago 
market are available through the bi-monthly reports of the Chicago Tribune 
Consumer Panel, a scientifically constructed sample of metropolitan Chicago. 
Reflecting up-to-date pictures of this market’s buying patterns, the Panel pro- 
vides bi-monthly reports on 50 food classifications and quarterly reports on 20 
drug and toilet requisites which enable advertisers to plan and evaluate their 
campaigns here with greater effectiveness and economy. (Adv.) 
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INCORPORATED 
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AMERICA’S FINEST PHOTO-ENGRAVING PLANT 


NORTH MICHIGAN AVENUE 


« CHICAGO 1, ILLINOIS 


estimated, represents a $3 billion 
market. 

To tie in with the consumer 
book, the Sept. 10 issue of the 
trade publication featured fall and 
winter merchandising. It covered 
the same subjects treated in the 
consumer book, but from the mer- 
chandising angle. Subsequent is- 
sues until the end of the year will 
describe success stories of dealers 
who are participating in the in- 
dustry-wide promotional efforts. 


Names Waldie & Briggs 

Waldie & Briggs, Chicago, has 
been named to direct the adver- 
tising of Zegers Inc., manufac- 
turer of Dura-seal combination 
metal weatherstrip and sash bal- 
ance and a line of metal weather- 
stripping. Trade publications sup- 
plemented by direct mail will be 
used. 


Gross Agency Moves Office 

Charles Anthony Gross, agency, 
has moved its office from 1659 
Washington Ave., Miami Beach, to 
the Chamber of Commerce Bldg., 
Miami. 


FINAL APPROVAL—The Advertising Council’s United Church Canvass campaign 

receives final approval from (I. to r.) Robert W. Boggs, assistant manager, general 

publicity department, Union Carbide & Carbon Corp., campaign coordinator; John 

T. Harman, account representative, J. Walter Thompson Co., volunteer agency on 

the campaign; and Charles E. Wilson, president, General Electric Co., and chair- 
man of the sponsors’ committee of the United Church Canvass. 


UNDERWAY FOR SEATTLE'S 


These great 
reason why 


DEPARTMENT STORES 


21 million dollars in new money is in the 
process of being invested in Seattle depart- 
ment store expansion by three of the nation’s 
biggest retail organizations. 


1—Work has started on The Bon Marche’s 
great 12 million dollar building in the new 
Northgate Shopping Center at Seattle’s 
northern city limits. In addition a million 


dollar expansion is planned for their down- 
town store. 


2—Frederick a:.4 Nelson, a division of Marshall Field and 

Company, has announced a 61/, million dollar program 

which will increase the height of their great down- 

town store from its present 51/, stories to 9 
stories 


3—The great Seattle J. C. Penney store has 
just concluded a several million dollar building 
program which has increased its sales area by 40%. 


retail organizations’ faith in Seattle’s further expansion is another 
you should plan now to tell your sales story to this rich and growing 


market through the columns of its great newspaper, The Seattle Post-Intelligencer. 


Te Seale 
Post-Intelligencer 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 
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Non-Dogtight Type 


of Auditing Fight 


Planned by ABP 


New YorK—The Associated Bus- 
iness Publications Inc. will not al- 
low itself to become engaged in a 

ogfight on the controversial issue 

f paid vs. controlled circulation, 
and is working out a constructive 
program for the benefit of all bus- 
iness papers, James G. Lyne, pres- 
ident of the ABP and of the Sim- 
mons-Boardman Publishing Corp., 
told a meeting of the Dotted Line 
Club here. 

The ABP plans to publish a 
booklet soon, Mr. Lyne said, which 
will set forth explicitly its position 
on the philosophy and advantages 
of paid circulation. “We realize,” 
ne said, “that there are other 
media besides business papers that 
are effective and economical, But 
many people have an inadequate 
appreciation of the peculiar advan- 
tages that paid circulation busi- 
ness papers have to offer adver- 
tisers in many fields. 


s “We have no intention of en- 
gaging in any mud-slinging cam- 
paign with those who favor con- 
trolled circulations, but we are not 
going to pussy-foot about our con- 
victions. We will continue to carry 
on as intensively as ever the prin- 
ciples for which ABP has stood for 
many years.” 

No matter what action the ABP 
board takes with respect to con- 
tinuance of the National Confer- 
ence of Business Paper Editors, Mr. 
Lyne said, the consensus of ABP 
members is to enlarge the scope 
of editors’ participation in publish- 
ing activities. 

This applies also, Mr. Lyne said, 
as far as feasible, to circulation 
managers. “The ABP effort for 
better publishing standards should 
not be limited to publishers and 
salesmen. All members of the pub- 


lishing business are integral parts 
of the whole.” 


s Asked whether it is possible to 
reconcile the differences that exist 
today among business paper pub- 
lishers on the circulation issue, 


(Mr. Lyne said he thinks it is pos- 


sible. 

“Efforts are being made to do so. 
I don’t believe,” he added, “that 
the differences are so serious that 
the present rift will not be cleared 
up in time. In the meanwhile, ABP 
is going to keep on trying to do a 
sound, over-all and constructive 
iob for the business paper publish- 
ing industry as a whole.” 

Officers for the ensuing year 
elected by the Dotted Line Club 
are: William Fountain, Materials 
& Methods, president; Walter 
Becker, Haire Publishing Co., Ist 
vice-president; Rudy Kopfmann, 
Simmons-Boardman, 2nd vice- 
president, and James Roach, Chain 
Siore Age, 3rd vice-president. 


Record Christmas 


Drive for Whitman 


PHILADELPHIA—The largest 
iristmas advertising campaign 


' portedly ever run by a package 
ndy manufacturer is being 
anned for December by Stephen 
Whitman & Son for its Whit- 
in’s Sampler. 
Whitman, through Ward Whee- 
\ ck Co., will take its holiday mes- 
ge to the consumer through ads 
Cosmopolitan, Life, The Satur- 
y Evening Post and Time. All 
' it the Time ad will be in color. 
A feature of the campaign will 
'* a color spread in Life Dec. 19. 
nis will be preceded by a back 
‘over in the same magazine on 
ec. 12. This is believed the first 
‘me any national package confec- 
‘onery maker has used_ such 


7, eT 


| rge space in a national maga- 
z ne, 


Carnation Airs New Show 


Carnation Co., Los Angeles, has 
signed to sponsor a new show, 
“The Carnation Family Party,” 
over 14 stations of the Columbia 
Pacific Network in California, 
Oregon and Nevada, for its evap- 
orated milk. The program will be 
heard Saturdays from 12:30-1 
p. m., preceding the “It’s Fun to be 
Young” show sponsored by Car- 
nation’s Albers Milling division. 
Erwin, Wasey & Co., Los Angeles, 
is the agency. 


WWCO Appoints Billings 


Ford Billings, formerly sales 
manager of Station WEIM, Fitch- 
burg, Mass., has been appointed 
commercial manager of Station 
WWCO, Waterbury, Conn. He suc- 
ceeds Morton Silverman, who has 
resigned to open his own business 
in Texas. 


Promotes Murnane 


J. T. Murnane, representative in 
the Baltimore district, has been 
named industrial sales manager of 
the paint division of Pittsburgh 
Plate Glass Co., Newark, N. J. He 
succeeds the late C. A. Roebuck. 


‘Company’ Stores 
Urged to Advertise 


ATLANTIC CitTy—Managers of 
“company stores,” meeting here 
for the 23rd annual convention of 
the National Industrial Stores As- 
sociation, were urged to turn to 
advertising in an attempt to lure 
customers from chain stores and 
independent outlets. 

Wayne J. Akers, vice-president, 
Valley Camp Stores Co., Wheeling, 
W. Va., and retiring president of 
the association, told the store men 
that only through aggressive ad- 
vertising and promotion can they 
compete with other stores. 

He pointed out that the “com- 
pany store” is no longer the only 
source of supply for the company 
employe and that it will draw cus- 
tomers only as long as it can of- 
fer superior service and values. 
Local newspaper advertising is 
needed to bring in “customers who 
should be ours but who are shop- 
ping elsewhere,” he said. 

“The volume of industrial store 


advertising has risen steadily for 
the past two years,” Mr. Akers re- 
ported, “but there is still much 
room for improvement.” 

He also urged the store man- 
agers to stock nationally adver- 
tised merchandise and to sell it 
at competitive prices. 


Thriftway Adds Daniels 


Jerry Daniels has joined the 
merchandising staff of Thriftway 
Stores of Iowa, Des Moines. He 
was formerly managing director 
of Martin Food Products’ Inc., 
Green Lake Packing Co., and 
King Fuller Inc., manufacturer and 
packer of jams, jellies, preserves, 
peanut butter, pickles and mus- 
tard, all subsidiaries of Goldblatt 
Bros., Chicago. 


Names TV Representatives 


Churchill-Wexler Film Produc- 
tions, Los Angeles, has appointed 
television sales representatives in 
New York and Chicago. Liaison 
with New York agencies will be 
handled by John E. Gibbs & Co., 
and W. B. Levin will handle Chi- 
cago contacts. 


DuMont Signs WJAC-TV 


WJAC-TV, Johnstown, Pa., has 
signed a network affiliation con- 
tract with DuMont Network. 


COINS 


by OSBORNE 


“The House of Coinage” 


x 


The world’s largest 
and oldest exclusive 


Coin Manufacturers 
Est. 1835 


Coins, Medals and To- 
kens of every conceiv- 
able kind . . . for Ad- 
vertising, Commemora- 
tive, Souvenirs and pre- 
mium use. 


The House of Coinuge 


The OSBORNE COINAGE CO. 


930 York St., Cincinnati 14, Ohio 


News, Advertising, Readership 


Devoted to Building a 
Better Civilization 


SPEAKING OF DEPTH OF PENETRATION, HERE IS WHAT ONE ADVERTISER 
SAYS: “We have had letters from Monitor readers actually enclosing pur- 
chase tape of several of our items bought at local stores here. This type of 
consumer cooperation, I believe, is the very finest obtainable anywhere at 
any price. The wonderful response that Monitor reader: have given our 
products since we have been advertising in The Christian Science Monitor 
has made me and my organization one of your paper's most enthusiastic 


Regular advertising in THE CHRISTIAN SCIENCE 
MONITOR is the most effective means of reaching this 
responsive market. In this way, you penetrate down in- 
to the buying impulses of these men and women. 
MONITOR readers daily prove that they regularly buy 
products that are advertised in the MONITOR. Further- 
more, their ability to buy is distinctly above average, 
with an especially high “spendable income” for the 
yorthwhile things of life. 
When you feel the need of sales stimulus for your 
present product, or are about to introduce a new one, 
you will find a planned program of advertising in this 
great international daily newspaper very effective. May 
we submit a tailor-made proposal? 
SCIENCE MONITOR, One, Norway Street, Boston 15, Mass. 


supporters and boosters.” 


NEW YORK: 


Listen every Tuesday night to 
“THE CHRISTIAN SCIENCE MONITOR VIEWS THE NEWS” 
with Erwin D. Canham, Editor, over the ABC network 


ci eee eee a eee 
poe ae a ed 


Drive home your sales story with 
DEPTH OF 
PENETRATION 


Branch Offices 


CHICAGO: 333 N. Michigan Avenue 
DETROIT: 3-101 General Motors Building 
KANSAS CITY: 
SAN FRANCISCO: 625 Market Street 
LOS ANGELES: 650 S. Grand Avenue 
SEATTLE: 824 Skinner Building 
PARIS: 56 Faubourg Saint Honore 
LONDON, W.C. 
163/4 Strand 
GENEVA: 28 Rue du Cendrier 


THE CHRISTIAN 


500 Fifth Avenue 


1002 Walnut Street 


2: Connaught House, 
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Chicago Radio Club Elects 
McLaughlin, Reed, Blair 


Roy McLaughlin, manager of 
Station WENR, Chicago, was elec- 
ted president of the Chicago Radio 
Management Club at its initial fall 
meeting. Following changes in the 
club’s by-laws, which created two 
new posts—that of Ist and 2nd 
vice-presidents—Frank Reed, space 
and radio time buyer, Hill Blackett 
& Co., Chicago, and John Blair, 
John Blair & Co., Chicago radio 
station representative, were elected 
lst and 2nd vice-presidents, re- 
spectively. 

Secretary of the club for 1949- 
50 is Jane McKendry, time buyer 
at Needham, Louis & Brorby. The 
new treasurer is Jane Daly, time 
buyer at Earle Ludgin & Co. 


KLX 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co., Inc 


Kayser Plans 70th 
Anniversary Week 


Ad Promotion 


New YorK—Julius Kayser & Co., 
hosiery manufacturer, will launch 
an international promotion for 
Kayser products in connection 
with its 70th anniversary during 
the week of Oct. 30-Nov. 5. 

Highlights of the anniversary 
promotion include special mer- 
chandise offerings to retailers and 
consumers, a $2,000 ad writing 
contest, a similar window display 
contest, and a $1,200 salesgirls’ 
contest. 

For dealers to carry out, Kayser 
has suggested a six-day calendar 
of events linking promotion with 
community events. The program 
varies from Community Chest day, 
Oct. 31, to “Kayser Day,” Nov. 5. 
Cost of running full-page intro- 
ductory Kayser advertisements on 
a local level will be split on a 50- 
50 cooperative basis. ° 


Kayser will contribute 1% of 
its sales in a particular community 
Oct. 31 to that community’s local 
Community Chest, and will allow 
$5 for photography expenses in 
submitting entries for the window 
display contest. 

Kayser will introduce “Interna- 
tional Week” with full-page ads 
in Charm, Harper’s Bazaar, Life, 
Look, -Mademoiselle, New York 
Times Magazine, Vogue and Wom- 
en’s Wear Daily (Sept. 16). 

Cecil & Presbrey is handling the 
account. 


Schaefer Boosts Hanson 


Bernard W. Hanson, vice-presi- 
dent and_ secretary, has been 
named president of Schaefer Inc., 
Minneapolis, manufacturer of 
freezers and frozen food cabinets. 
He succeeds Harold L. Schaefer, 
who has been made chairman of 
the board. Robert B. Norris has 
been named to replace Mr. Han- 
son as vice-president and secre- 
tary. Alfred H. Rose has been ap- 
pointed vice-president in charge 
of sales. 


MAKE YOUR ADVERTISING 
> TIMES AS EFFECTIVE* 


INCREASE YOUR SALES 14.6%** 


—America’s finest dealer and store front signs 
for national advertisers and chain stores 


who buy in quantities. 


* 


| 999/099 PERFECT** 


wea 


DEALERS NAME 


SIGNS * 
OF 
LONG 


5 Cveme were 


Anthraft’ SIGN COMPANY 


</ Division of Artkraft* Manufacturing Corp. 


1133 E. Kibby St. 


sign program. 


-----H 


LEONARD 


APPLIANCES © 


MOORES 


Please send, without obligation, details on Artkraft* signs. 
0 We are interested in a quantity of outdoor dealer neon signs. 
) We are interested in a quantity of Porcel-M-Bos'd store front 


© Please send instructions on how to set up a successful dealer 


| a 


A meme ect sear 
‘Pir TSBURGH 
= PANTS 


DEALER'S NAME 


DEALER NAME 


Lima, Ohio 


Lowe Brothers 
PAINTS 


APPLIANCES 


QUALITY PRODUCTS FOR OVER A QUARTER CENTURY 


*Trademarks Reg. U. S. Pat. Off. 


**Proved by actual research. 
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lhe Creative Mans Corner 


The era in which it was shocking, and even clandestinely 
popular, to call a spade a shovel rapidly seems to be passing. 
Book reviewers, for example, no longer applaud plain talk 
in a novel, as they once did—but, rather, deplore it. 

To that era belongs the famous Fleischmann pimple cam- 
paign, on yeast, and Lifebuoy’s equally famous B. O. cam- 
paign. There seemed to be enough shock value in these gross- 
ly physical and actually unpleasant appeals to skyrocket 
sales on both products. Unfortunately, advertising appeals, 
like the people who create them, grow old and tired. 

It is interesting, in the light of changing tastes and values, 
to compare Lifebuoy’s current advertising, still desperately 
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LIFEBUOY Sisto. 


clinging to its old formula, with that of Dial—a newcomer to 
the ceodorant soap field. 

The fact that “doctors find body odor on 13 parts of body” 
is no longer a statement likely to cause astonishment. One 
accepts it calmly and with a good deal of resignation, and 
wonders if the case isn’t slightly understated. In an age where 
unhealthy cynicism has given way to healthy skepticism, 
such advertising—as this Corner sees it—falls flat on its 
face. 

The Dial advertising, on the other hand, foresakes what 
was once a sensational claim for a bedrock statement of 
fact—even backing it up with a guarantee. If this Corner 
remembers correctly, the B. O. theme was actually tacked on 
to the product—while the Dial theme was born with it. 
There’s a marked difference between the two—a difference 
manufacturers might well take into consideration in a prod- 
uct’s planning stage. 


NBC’s Thesaurus Service 
Acquired by RCA Victor 


The personnel and the operations 
of National Broadcasting Co.’s 
Thesaurus Musical Program Ser- 
vice and Syndicated Program has 
been transferred to RCA Victor. 
The new division will be inte- 
grated into RCA Victor’s custom 
record division and will be known 
as RCA Recorded Program Ser- 
vices. 

Thesaurus was established in 
1935. Donald J. Mercer, head of 
NBC’s radio recording division, 


will head the custom record de- 
partment, and Herbert H. Wood 
becomes program manager of Re- 
corded Program Services. Wade 
Barnes continues as sales mana- 
ger, and Bennett Rosner will stay 
on as promotion manager. 


‘Journal’ Adds ‘This Week’ 


The Sunday Journal, Providence, 
R. I., has added This Week Maga- 
zine in addition to the Rhode Is- 
lander, the local magazine sectio 
which has been a permanent fea- 
ture for several years. 
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‘Sterile-Aire 


Germ Killer 
Gets lst Test 


Cuicaco—The Sterile-Aire va- 
por generator, a new electrically- 
operated germ-killing device for 
homes, offices and schools, was 
introduced in the South Bend, Ind., 
market last week in a spot radio 
and newspaper test. 

Through initial marketing in the 
single city, the manufacturer, 
Chemical Air Purification Corp., 
hopes not only to learn consumer 
reaction but dealer response. The 
company isn’t sure which outlets 
will be best for the generator, 
which—though it is a compact unit 
contained in a plastic case half the 
size of a radio receiver—retails at 
$39.75. 

Harry E. Wilkin, company pres- 
ident, said the precision-controlled 
unit uses a new principle, splitting 
the parts of a mild, harmless glyc- 
erine derivative to sterilize the 
air. 


a Such sterilization, he claimed, 
might bring about a 50% reduction 
of the economic cost and discom- 
fort of common colds, and take 
some of the sting out of dangerous 
air-borne infections which are 
common to children. The chemical 
employed is trademarked S-A 22, 
and is compounded from triethy- 
lene glycol. Three university scien- 
tists from Chicago and Evanston 
laboratories have been granted a 
patent on their discovery that the 
chemical, in a vapor state, is an 
effective germicide. 

General use of the new method 
had been restricted for the lack of 
“a fool-proof, inexpensive unit for 
generating the vapor,” Mr. Wilkin 
said, adding that the new Sterile- 
Aire generator is enclosed in a 
plastic cabinet six inches wide and 
is “capable of sterilizing the air 
of an average five-room house 24 
hours a day at an electrical cost of 
half of one average lamp bulb, 
with one filling of chemical a 
month.” 


= The South Bend test started 
Sept. 18 with radio spots, both 
day and nighttime, over WSBT in 
a week-long teaser program. Yes- 
terday (Sept. 25) a 1,000-line ad 
in the South Bend Tribune an- 
nounced the health product. The 
company plans to contigue spot ra- 
dio for a 13-week period, and will 
use 400-line ads twice weekly in 
Tribune follow-ups, as well as oc- 
casional 1,000-line copy. 

Media representatives will co- 
operate with the company’s sales 
force in lining up South Bend re- 
tailers, who will be offered a co- 
operative newspaper program as 
well as window banners, displays, 
folders, direct mail material, etc. 

Present plans call for extending 
the merchandising program to Chi- 
(ago, at a yet undetermined date, 
énd to other major markets later 
és distribution is built up. 

Morris F. Swaney Ince. 
‘gency. 


is the 


l'ames MacGlennon & Waldron 


Mutual Transportation Advertis- 
iig, New York, has appointed 
‘-eorge B. MacGlennon and Joseph 

Waldron as national sales rep- 
1 ‘sentatives. Mr. MacGlennon was 
formerly with American Broad- 
Cisting Co. and Mr. Waldron was 
\ ith the National Association of 

ransportation Advertising. 


lichtield Airs Sports 


Richfield Oil Corp., New York, 
1 sponsoring a 15-minute Saturday 
‘ight sports roundup featuring 
/ uss Hodges on 58 ABC stations 
‘xtending from Maine through 
tie Carolinas. Time for the series 
\vas bought through Morey, Humm 
é Johnstone, New York. 


‘Life’ Returns to Friday 
Newsstand Distribution 

Life switched back to Friday 
newsstand distribution with the 
Sept. 16 issue, and will continue to 
hit the stands on Fridays during 
fall and winter months. Thursday 
distribution was adopted for the 
summer to give readers an op- 
portunity to procure their copies 
before the weekend started. 

A spokesman for Life told AA 
that the magazine is making a 
study of changes in circulation and 
type of newsstand sales to de- 
termine whether or not the switch 
will be made again next summer. 
Results of Life’s earlier distribu- 
tion date this summer will not be 
available until complete tabula- 
tions from coast to coast are col- 
lected and studied to determine 
possible effects on the volume of 
sales. 


Launches Sunday Paper 

The Sunday Press, the first Sun- 
day newspaper in Binghamton, N. 
Y., in more than 20 years, began 
publication Sept. 11 as the Sunday 
edition of the Binghamton Daily 
Press. The first edition contained 
56 pages. ¥ 


Textron’s 6-Month 
Profits, Sales Off 


PROVIDENCE—Textron Inc. and 
its subsidiaries sustained a net 
loss of $3,339,808 in the six months 
ended July 2, compared with a 
profit of $3,805,000 a year ago, 
according to a report issued 
by Royal Little, president. Sales 
totaled $31,943,375, compared with 
$56,835,000 for the six months 
ended June 26, 1948. 

The loss for this year’s period 
is after giving effect to a potential 
tax carryback refund of $2,284,000. 
In addition, Mr. Little explained 
that substantial, unusual charges, 
most of them non-recurring, con- 
tributed heavily to the loss. 

“At present, all spinning and 
weaving mills,” Mr. Little stated, 
with two exceptions “are running 
on a three-shift, five-day per- 
week basis. Sufficient orders for 
Textron apparel lines have re- 
cently been booked to assure full 
operation of the company’s sew- 
ing plants this fall. As in the past 


Textron will continue to promote 
aggressively the sale and distribu- 
tion of its brand-name apparel 
lines and other consumer products. 

Administrative changes early 
this year to decentralize the busi- 
ness and reduce costs occasioned 
the resignations of seven key ex- 
ecutives (AA, June 27). 


Appoints Louttit Agency 


Providence Institution for Sav- 
ings, Providence, R. I., has placed 
its advertising with T. Robley 
Louttit Inc., Providence. Radio, 
newspapers, outdoor displays, 
counter and window displays and 
direct mail will be used. 


To Louise Landis-Noel Corbett 


Louise Landis-Noel Corbett, San 
Francisco, publicity agency, has 
been named to handle public re- 
lations for Intra-Tele Corp. of 
America, which dramatizes mer- 
chandise at the point of purchase. 


Sign Deems Taylor Show 

Radio Features Inc. has sold 
“The Deems Taylor Concert” to 
the 22 station Inter-Mountain Net- 


73 


work. The show will originate 
from Station KALL, Salt Lake 
City, starting Oct. 3, at 10-10:30 
p.m. five nights a week. More 
than 100 stations are carrying the 
show. 


PERSONAL: 


Billion dollar 
business waiting 
to hear from you. 


Leaders in the billion dollar candy 
industry picked Candy Industry 
as their favorite publication, and 
said so, in answer to surveys. 
Biggest audited circulation* 
Preferred by more leaders 


Carries more advertising 
(Send for surveys with these facts) 


New market data study about 
your best customers ready. Get 


your copy. 
*Of any publication published monthly or 
more frequently. 


(ANDY [INDUSTRY 


Don Gussow Publications, Inc. 
107 W. 43 St., New York 18, N. Y. 


you see it 


VISUALIZATIONS 


Economy 


—when presented in the form of motion 


pictures or slidefilms. 


Small packages with vigorous possibilities 
can be produced with the least demands on 
your time and money 

—also economizing the time of those people 


whom you wish to have see the picture as 


TRAINING ASSISTANCE . 


SLIDEFILMS . INDUSTRIAL 


JAM HANDY 
Chapa 


— for Economy 


MOTION PICTURES 


NEW YORK 19 
* Production Centers 


WASHINGTON, D. C. 


PITTSBURGH 19 


DETROIT 11% 


DAYTON 2 


CHICAGO 1 


LOS ANGELES 28 * 
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To Gottschaldt, Morris 


Gottschaldt, Morris & Slack, Mi- 
ami, has been appointed to direct 
the advertising of the Coral Gables 
(Fla.) Chamber of Commerce. 
Newspapers, magazines and out- 
door posters will be used. 


Westinghouse Names Hanbury 


H. J. Hanbury has been named 
to the newly created position of 
sales manager of photographic 


lamps and Christmas tree bulbs in 
the lamp division of Westinghouse 
Electric Corp., Bloomfield, N. J. 
He joined the company in 1931, 
most recently serving as assistant 
manager of the eastern district of 
the lamp division. 


Wander Names Grant 

Grant Advertising, Chicago, has 
been appointed to handle the ad- 
vertising of Wander Co., Chicago, 
Ovaltine, effective Oct. 1. 


Advertising Age, September 26, 1949 


Advertising in the Test Stage 
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‘Smug’ Deodorant Is 
Given Chicago Test 


Cuicaco—With a minimum of 
advertising thus far, Valley Inc. 
is building sales of Smug, dry- 
stick deodorant, through drug and 
department stores in the Chicago 
area. 

The company has used 88 and 
208-line advertisements in the 
Chicago Tribune to introduce this 
“revolutionary new idea in per- 
sonal hygiene.” The non-perfumed 
deodorant, contained in a plastic 
case, retails at 69¢. It is “safe for 
daintiest skin or daintiest fabrics,” 
copy says. 

Identity of principals of the com- 
pany is being closely guarded. L. T. 
Williams, who manufactures Smug, 
is secretary-treasurer of Valley 
Inc. Sales of the deodorant to date 
have been “pretty good,” he said, 
and the company plans to market 
Smug, at first, within a 100-mile 


radius of this city. Future plans 
will depend upon results of the 
Chicago area test. 

Presba, Fellers & Presba is han- 
dling the account. 


EDITORIAL-TYPE ADS 
TESTED BY BOSCUL 


CAMDEN, N. J.—Boscul Coffee 
Co. launched its first postwar large 
scale advertising campaign on Sept. 
16 for its canned coffee, with a 
1,200-line editorial type ad in the 
Philadelphia Inquirer. 

The same ad will be repeated 
26 times in newspapers in western, 
central and eastern Pennsylvania 
over a period of four months. They 
are being placed through Lewis & 
Gilman Inc. 

This campaign is a test promo- 
tion. If considered successful, the 
program will be expanded to some 
60 papers throughout Pennsyl- 
vania, Delaware, New Jersey and 
part of New York. 

; The current campaign schedules 


three 1,200-line ads in all the pa- 
pers in September, three in Octo- 
ber and two in November. 

The Boscul ad, headlined, “‘Here’s 
why you'll say ‘Boscul coffee is the 
best I’ve ever tasted, bar none,’” 
stresses the fact that Boscul coffee 
is blended for “modern tastes.” 


Fletcher Richards Adds Two 


Sylvia Harris, formerly with 
R. H. Macy & Co., and Robert B. 
Kane, formerly with Mademoiselle, 
have joined Fletcher D. Richards 
Inc., New York, as account exec- 
utives for the textile division of 
United States Rubber Co. Mr. Kane 
will supervise all merchandising 
and sales promotion for U. S. 
Royal fabrics, while Miss Harris 
will head all advertising for the 
division. 


Switches to Cayton Agency 


Miracle’ Adhesives Corp., New 
York, has appointed Cayton Inc., 
New York, to handle advertising 
of all products. Newspapers, mag- 
azines, and television are sched- 
uled. Charles Dallas Reach for- 
merly had the account. 


... TO MOVE HANDS 


move hands—hands by the thousands to your product! 


Wii the geared Times-Picayune and New Orleans States, you 


With good reason ... these two are the unchallenged, biggest sell- 
ing force in the market... and their geared, moving-in-different- 


directions circulations gain for you covera 


twenty-four hours. 


ge as complete as a day of 


Daily, in the New Orleans city zone market of 187,900 families. én 
The Times-Picayune’s and States’ circulations total 225,679—with an 
added 44,957 in the trading zone ... 


Here's daily coverage plus = 
for every three persons (children included 


paper 


city zone—where retail sale 
booming, billion-dollar port 
where an upcoming program o 


millions! 


And Sunday, with The Times- 
ping 202,893 circulation in an 
outside the city—better than 20% coverage 


in 


Mississippi counties, 10% in 21 others... 


Now is the time ... to have Jann & Kelley, Inc., tell you about 
The Times-Picayune and States ... the direct, geared way to make 
double time in a twenty-three jewel market. 


Hew Celean 


TIMES-PICAYUNE and STATES 


GEARED TO SELL THE NEW ORLEANS MARKET 
Moving in different directions! 


d around New Orleans, 


Population, sales figures from Sales Management 
Circulation figures, 3 months ending March 31, '49 


. You’re in better than one news- 
) in the New Orleans 
s in °48 totaled $617,595,000 ... where 
business is second in the U. S. A. ... 
f municipal building is to add income 


Picayune-States you enjoy a whop- 


81,710 more 
33 Louisiana and 
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Magazines Don't 
Want Pull Power 
Checked: Adams 


(Continued from Page 1) 
nented, “the mere compilation of 
our list of dealers to be registered 
with Operator 25 was the finest 
thing that could have happened to 
our business. 


a “There has always been a wide 
gap between the national adver- 
tisement and the dealer who sells 
the product,” Mr. Adams contin- 
ued. “No one knows how many 
people are interested by the ad 
but fail to make the necessary ef- 
fort to locate a dealer. 

“Nor does anyone know how 
many people try to find a dealer 
and fail. No one knows how much 
ad power is wasted because of this 
gap that has always existed.” Op- 
erator 25, he added, is a supple- 
mentary plan to all other efforts 
advertisers have made in this di- 
rection. It is “just one more at- 
tempt on the part of the adver- 
tising profession to make adver- 
tising pay and be able to prove 
that it pays.” 


s Lawrence G. Chait, direct mail 
manager of the Wall Street Jour- 
nal, in his talk made the transi- 
tion from the general economic 
situation to the particular function 
of direct mail advertising in im- 
proving the distribution process. 

Said Mr. Chait: “It would be 
dangerous for us to forget our 
own domestic problems in the pres- 
ent period of huge foreign com- 
mitments. Such commitments are 
by nature temporary props for a 
distraught world economy. Even- 
tually our prosperity and the pros- 
perity of the world must be based 
upon a far more solid foundation 
—a bedrock foundation. 

“It is in this respect,” he con- 
tinued, “that advertising has its 
great role to play. It is, and it shall 
be, the job of advertising in the 
coming period to help develop a 
firm economy solidly based upon 
an increasing demand for goods 
and services of all kinds; based 
upon an easy and constructive in- 
terdependence of equals in the 
world market place.” 


s DMAA officers for the coming 
year, who were elected at the 
meeting, include: ’ 
Harry A. Porter, 
vice-president in 
charge of sales, 
Harris-Seybold 
Co., Cleveland, 
DMAA president; 
L. T. Alexander, 
manager, direct 
mail and supply 
divisions, E. I. 
DuPont de Nem- 
urs, Wilmington, 
UL. §. vice-pres- 
ident, and F. R. Kirby, promotion 
counsel, Saturday Night, To- 
ronto, DMAA Canadian vice-pres- 
cent. 

Howard O. Abrahams, manager 
© the sales promotion division, 
Vv sual merchandising group, Na- 
tional Retail Dry Goods Associa- 
toon, told how department stores 
ale increasing direct mail ex- 
pe nditures. 

‘As recently as 1946,” he said, 
“ve saw stores with $5-$10,000,- 
06) annual sales volume spending 
93¢ of their promotion dollar in 
hewspapers, 16¢ in display, 5¢ in 
ralio and 3¢ in direct mail.” To- 
diy, he added, “for the same store 
Vilume...we see direct mail’s 
share of the promotion dollar move 
uy) to 5¢, with radio and display 
hlding their own and newspapers 
at 52¢. 

The remainder of the meeting 


eg ee vee 
es 


H. A. Porter 


Last Minute News Flashes 


ABC to Audit Free Copies of Two Business Papers 


New YorKk—The Audit Bureau of Circulations’ committee on bus- 
iness paper forms has recommended that audits contain more informa- 
tion on the free portions of ABC business papers’ circulation. Steel 
and Machinery agreed Friday with the ABC board of directors to ex- 
periment with proposed standards for auditing free portions of their 


circulations. 


Marvin Pierce Hurt, Wife Killed in Auto Crash 


Rye, N. Y.—Mrs. Marvin Pierce, wife of the president of McCall 
Corp., was killed here Friday morning in an auto accident when the 
car crashed into a wall, while driving with her husband to the station. 
Mr. Pierce is not believed to be injured seriously, but is suffering 
from shock and bruises at United Hospital at Port Chester. 


NBC Gets Fatima Radio Account; Other Late News 


NBC has acquired the Fatima cigaret network billings (about $1,- 
000,000 a year) from CBS. Liggett & Myers has dropped “Tales of Fa- 
tima” on CBS for “Dragnet,” new mystery starting Oct. 6. Newell- 
Emmett is the agency e Fannie Brice’s “Baby Snooks” returns to the 
air Nov. 8, sponsored by Lewis-Howe Co. via Dancer-Fitzgerald-Sam- 
ple over NBC. Miss Brice is reportedly under contract to NBC now 
e American Federation of Labor has contracted to sponsor a five- 
times-weekly newscast over Mutual. Talent and starting date have 
not been set. Negotiations have been direct e Young & Rubicam has 
appointed James W. Johnson, formerly a vice-president with Rickard 
& Co., as a contact executive in New York e “Texaco Star Theater” 
(NBC) rated the highest Radox TV score ever recorded in Philadel- 
phia on its return to the air Tuesday, Sindlinger & Co. reports. Eighty 
per cent of the 83.6% sets-in-use in Philadelphia were tuned to the 
Berle show e Many Chicago liquor stores quickly cut prices up to 60 
and 70¢ per fifth after the Illinois supreme court ruled the state’s 1947 
mandatory fair trade liquor act invalid on technical grounds. The act 
required liquor makers to file minimum retail price lists e U. S. Coast 
Guard has named Fletcher D. Richards Inc. to produce a series of 26 
half-hour programs on Mutual, featuring the Coast Guard band, for re- 
cruitment promotion e Pepsodent division of Lever Bros. Co. has 
launched a fall drive urging consumers to “fight tooth decay with film- 
removing Pepsodent” toothpaste. Collier’s, Life, Look, The Saturday 


Evening Post and many monthly 
Foote, Cone & Belding. 


magazines will be used, through 


was devoted to ways and means of 
improving the efficiency and re- 
ducing the costs of direct mail. 
Charles V. Morris, vice-president, 
Reinhold-Gould Paper Co., New 
York, suggested 14 points for 
achieving these ends. 


gw Said Mr. Morris: “Omit saluta- 
tions; don’t be afraid to use con- 
tractions; use short, Anglo-Saxon 
words; use short sentences and 
paragraph often; pepper with pic- 
ture words; don’t use ‘stone age’ 
expressions; adopt the ‘you’ at- 
titude to customers; pack letters 
with facts. 

“Further, be generous with 
‘thank yous’ and ‘pleases’; make 
letters ring with confidence; be 
humble when you must; be nice 
as pie from start to finish; write 
‘action-getting’ closing paragraphs, 
and do away with ‘yours truly,’ 
and ‘cordially.’ ” 


a John McKenzie, advertising 
manager, Standard & Poor’s Corp., 
offered listeners a list of methods 
for improving direct mail efficien- 
cy. He suggested that they change 
copy style; change the form of the 
mailing piece; clean lists regularly; 


j try various methods of stamping 


envelopes; use good pullers as re- 
peats; change envelope size; change 
color of printing ink, and experi- 
ment with the timing of mailings. 

Also, he suggested making copy 
specific, factual and interesting; 
combining greed and fear appeals; 
talking directly to prospects in a 
human, enthusiastic manner; help- 
ing readers solve their problems 
by giving them useful information 
and helpful ideas, and determining 
the length of copy by the sales 
story, not by arbitrary ideas on the 
relative merits of long and short 
copy. 


‘Esquire’ and ‘Coronet’ 
Report Circulations Up 


The ABC average net paid cir- 
culation of Esquire hit an all- 
time high of 761,765 for the first 
half of 1949. This figure repre- 
sents an increase of 32,625 over 
the last six months of 1948, and 
96,689 over the first half of 1948. 

Coronet’s average net paid ABC 
circulation also reached a new 
high for the first half of 1949, 
2,650,759. This total is up 82,248 
over the last six months of 1948. 


Abraham & Strauss 
Demonstrates Real 
Love for Dodgers 


BrooKLyN—Brooklyn is atown 
of 3,000,000 persons, schools, 
homes, churches—and a _ baseball 
team. Fortunately, no one has ever 
asked a dyed-in-the-wool Dodger 
fan to rank those elements. Brook- 
lyn has a department store, too, 
Abraham & Strauss. 

Last week, Brooklyn’s beloved 
Bums wheeled into St. Louis, trail- 
ing the Cardinals, and prepared 
for another croo-shul series. The 
hearts of Brooklyn were with 
them. 

So was Abraham & Strauss. 

In preparation for Wednesday’s 
two games, A&S ran two columns 
side by side, one headed “To the 
Cardinals,” the other, “To the 
Dodgers.” In the Cardinal column, 
the short end of the wishbone, a 
black cat, a broken mirror, the 
spilled salt, a ball player (could it 
be Musial?) walking under a lad- 
der, and an inverted horseshoe. 

In the Dodger column, the best 
of the wishbone, a rabbit’s foot, 
crossed fingers, a four-leaf clover, 
wood (to knock on) and a horse- 
shoe—points up. 

And just to prove that Brook- 
lyn is really part of New York, 
12 lines at the bottom of the Dod- 
ger column of text: “And what- 
ever’s left over we send to the 
Yankees with our compliments.” 

Reprints went to the Dodger 
dugout in St. Louis, more than 500 
calls by noon poured into A&S 
from Dodger devotees, giving 
thanks, and real clover-leaves and 
wishbones for the Bums. 

All of this apparently helped. 


DuMont Cuts Down; 
Hole and Kraber Resign 


Mortimer W. Loewi, director of 
DuMont Television Network, New 
York, last week said a “certain 
number of people” will be af- 
fected by economies now being in- 
stituted in an effort to increase 
the network’s efficiency. 

Resignations already announced 
include those of Leonard Hole, 
manager of network operations, 
whose work will be absorbed by 
present executives, and Tony Kra- 
ber, manager of program presenta- 
tion. 


‘Life’s’' Pinkham 
Story Is Found in 
Strange Company 


New YorK—In its Sept. 19 issue, 
Life visited the Lydia Pinkham 
factory and compounded a picture 
layout which raised some inter- 
esting points about the old remedy, 
and some delighted eyebrows in 
ad circles. 

A full-page picture shows Pres- 
ident Arthur Pinkham (who sam- 
ples each batch) doing just that 
with the famous vegetable con- 
coction. On the next two pages, 
flanking the Pinkham spread, are 
two columns of happy fellows who 
switched to Calvert. 

The spread has a caption under 
the picture showing the compound 
ingredients, which primly points 
out that “several are good for 
‘female complaints,’ but Lydia was 
not a chemist and never under- 
stood why.” Right next to it, the 
Calvert ad firmly says, “Once you 
taste it... you'll know why.” 


C. C. Fogarty, 
Longtime Agency 
Head, Dies at 72 


Cuicaco—Cecil Clement Fogar- 
ty, 72, who had headed his own 
agency here for the past 30 years, 
died in Evanston 
Hospital Sept. 21 
after a brief ill- 
ness. 

Although he 
had not been 
seriously ill, Mr. 
Fogarty in recent 
years had turned 
over more and 
more of active 
management of 
the C. C. Fogarty 
Co. to his son 
and partner, John G. Fogarty. 

The agency head was a former 
member of the executive commit- 
tee of the American Association 
of Advertising Agencies and his 
own agency had been a Four A’s 
member since it was organized in 
1919 as Matteson, Fogarty, Jor- 
don. One of Mr. Fogarty’s former 
partners, the late Jesse Matteson, 
was at one time president of the 
Four A’s. 


C. W. BURGESS 


ATLANTA—C. W. Burgess, 48, 
who recently retired as production 
manager of Tucker Wayne & Co. 
after serving 20 years with the 
agency, died Sept. 19 after a 
lengthy illness. 


JOHN WITTSCHEN JR. 

New YorK—John Wittschen Jr., 
33, assistant advertising director 
and advertising production chief, 
Eversharp Inc., died Wednesday of 
pneumonia. 


Cc. C. Fogarty 


Justice Department 
Cites Ohio Paper 


WASHINGTON—In a case designed 
to make sure “that advertising 
channels are not closed by private 
combinations,” the Department of 
Justice last Thursday announced 
an anti-trust action against the 
Journal, Lorain, O. (25 miles west 
of Cleveland), in which the daily 
newspaper is charged with refusal 
to accept advertising from business 
men who buy time on radio sta- 
tions operating in the paper’s cir- 
culation area. 

In the government’s first case 
accusing a newspaper of conspiring 
to injure a competing radio sta- 
tion, the Justice Department 
charged that the paper also re- 
fused to publish advertisements of 
advertisers using the Lorain Sun- 
day News, an independent paper. 


U. S. Attitude 
on Devaluation: 
Sock Our Chin! 


WASHINGTON—Devaluation of 
sterling bloc currencies means 
tough competition for a few U. S. 
industries, but the result, for the 
present, may be less drastic than 
the statistics imply. 

Normally, devaluation would 
make it easier for sterling bloc 


Devaluation 


traders to invade U. S. markets, 
harder for dollar country export- 
ers to compete in sterling mar- 
kets. But there are abnormal fac- 
tors which, according to many of- 
ficials, including Commerce Sec- 
retary Charles Sawyer, dull the 
impact of the changed currency 
relationships. 

Except for a relatively few 
lines—mostly luxury goods—ster- 
ling bloc countries actually have 
very little to offer U. S. consum- 
ers, and virtually no experience 
with the sales organizations and 
techniques necessary to tempt 
Americans. 


e Even our exports are relative- 
ly invulnerable. More than half 
of them are subsidized by the dol- 
lars of the Economic Cooperation 
Administration, and the private 
traders have already been confined 
to essentials by dollar shortages 
and import controls. 

It is said there, that our gov- 
ernment had to go along with the 
devaluation plan, or find a way to 
provide sterling bloc nations with 
more dollars. In encouraging the 
move we, in effect, stuck out our 
chin to sterling bloc exporters and 
invited them to hit us as hard 
as they could. 

The resulting blows will inevi- 
tably hurt some sections of U. S. 
business. It may be most severe 
on the vacation industry, for the 
opportunity of low-cost foreign 
travel will undoubtedly. tempt un- 
precedented numbers of Ameri- 
cans to the far corners of the 
globe. 

Prices of imported consumer 
goods may change _ surprisingly 
little for such items as Scotch 
whisky, where a “seller’s market” 
exists. Others, such as light-weight 
automobiles, will drop—provided 
production costs are held down in 
sterling bloc countries. 

By implication, of course, the 
less we are hurt, the less success- 
ful the devaluation, since the pur- 
pose of the move is to eliminate 
unfavorable trade balances which 
have persisted and grown worse. 


@ Devaluation is a painful move, 
with results which are beyond pre- 
diction. Carried out without som- 
pensating wage increases, as it 
must be to be successful, it means 
a lower standard of living for 
sterling bloc countries and involves 
serious political risks, particularly 
in Great Britain, where the labor 
government faces a general elec- 
tion next spring. 

In the long run, it may have 
political effects here too, as do- 
mestic producers lose markets 
which were formerly protected by 
tariff walls, or as southern and 
western producers of raw mater- 
ials find themselves underbid in 
world markets. 

But the U. S. government can be 
expected to do all that is politically 
feasible to remove barriers from 
sterling bloc exporters who try 
to invade U. S. markets. 

This will be easier, now that 
Congress has reenacted, on the 
administration’s terms, the re- 
ciprocal trade treaty program. 
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Paul to Aikin-McCracken 


Ernest Paul, formerly senior ac- 


count executive of J. J. Gibbons| Fashions Inc., 
Ltd., Toronto, has been named a|have placed their advertising with 
vice-president of Aikin-McCrack-| Theodore A. Newhoff Advertising 
Agency, New York. 


en, Toronto agency. 


Two Appoint Newhoftf 
Fine Products Co. and Corbett 
both in New York, 


Controllers Say 
Newspaper Prices 
Won't Come Down 


HAPPY BIRTHDAYS-—Sears, Roebuck and Co. powered its 63rd anniversary 
sale with a section of eight full pages of advertising, led off with a newsprint 
color page, in the Chicago Daily Tribune on Sept. 15. In the same issue, 
Montgomery Ward launched its 77th anniversary sale with two full pages of 
advertising. Sears featured values at its eight Chicagoland stores while Ward’s 
pages promoted its Chicago avenue outlet. (Adv.) 


MILWAUKEE—The 5¢ newspaper 


costs have about doubled, the sec- 
ond annual meeting of the Insti- 
tute of Newspaper Controllers and 
Finance Officers was told Monday. 

Howard Rutledge of the Wall 
Street Journal said: 

“There is no discernible trend 
toward retreating from the nickel 
level to which most daily papers 
have advanced. At this price, most 
newspapers get back at least 
enough to pay for the newsprint. 
The price is realistic in view of 
the way newsprint costs have gone 
up since before World War II.” 

Advertising and circulation re- 
venue, he predicted, will be about 
the same next year as this vear. 


we Wages in the mechanical de- 
partments of the newspaper in- 
dustry in the Milwaukee area have 
risen more than 80¢ an hour since 
the end of World War II, W. N. 
Thomson, assistant publisher of 
the Milwaukee Sentinel, said. He 
cited Wisconsin state industrial 


commission figures that the aver- 


AMERICA’S SHIPPERS 
AND CARRIERS ARE 


product classifications reflecting the products, sup- 
plies, and services that the 40,000 weekly readers 
of Traffic World buy in large quantities. 


Transportation equipment and supplies of all 
types; freight handling equipment; shipping sup- 
plies; shipping room equipment; transportation 
freight services, etc. (all of these for both do- 
mestic and export shipping, of course) . 


material for advertisers to tie in with. 


CHICAGO 


418 S. Market 5t. 
Wabash 2-2882 


NEW YORK 


122 E. 42nd St. 
Oregon 9-3188 


Here is a condensed ist of just a few general 


Let us send you latest market data and complete publication details. 


WASHINGTON, D. C. 
815 Washington Bldg. 


Trafic World's new publishing policy of feature articles in all issues to 
supplement the week's news coverage provides additional editorial background 


Sterling 7325 


age wage increase for all industry 
in the area for a comparable pe- 
riod was only 30¢ an hour. 

The controller’s importance in 
the newspaper management pic- 
ture has grown in recent years, 
Thomson said. The increasing size 
of business and the growing com- 
plexities caused by government 
and other regulations have been 
factors, he asserted. 

H. B. Crump, Nashville, Tenn., 
was elected president of the in- 
stitute. Other new officers named 
were Clark A. Renwick, Detroit, 
lst vice-president; T. F. Mowle, 
New York, 2nd vice-president, and 
Charles F. Eberly, Akron, O., sec- 
retary. W. J. Hempstead, Jersev 


Willys Delays ‘Dealer Day’ 


Willys-Overland Motors, Toledo, 
has decided to postpone indefi- 
nitely the “Dealer Day” it had 
scheduled for Oct. 7, when more 
than 1,000 distributors and dealers 
were to have attended a series of 
sales conferences. The company’s 
distributor council of ten mem- 
bers, representing 95 U. S. dis- 
tributors, urged the postponement 
because a three-month sales con- 
test is now at its peak. 


Opens Montreal Office 
Gruneau Research Ltd. has 
established a Montreal. office at 
2052 St. Catherine St. West. L. W. 
Moorby, formerly with J. Walter 
Thompson Co., Toronto, is man- 


is here to stay because newsprint | 


City, N. J., was reelected treasurer. | 


LOOK AT ME CAREFULLY 


| MAKE YOUR JOB 
MORE SECURE 


= 


T am an “ad.” You see hundreds of me 
every day. 
You may think my only job is to sell 
you goods, 

If you do think that, you are only 
seeing PART of me—like the top of an 
foeberg above the water. 

Look more carefully. See the bigger part of me BELOW 
the water. For the biggest thing I do is make your job more 
secure. Yea, YOUR job. 

What kind of job do you have? Farmer? Truck-driver? 

Housewife 


batt 


Advertising Age, September 26, 1949 


And “ods” just like me—in the paper: end megazines -.. 
posters and on the aw—ore the fastest, most powertu ard the 
wey yet devwed of selling goods. 


Suppose somebody should stop you 
from reading the ade Should shut off 
radio advertising. 

You'd be all right at first. You'd 
know where to go for eggs und shoes and automobiles. 
But far away, businesses would begin to fail. Pretty soon 


Office worker? ? Almost blessed penny 
SA hl te ae ee failures would start striking around you. 
‘thing to somebody else It ian't healthy for a nation to stop buying and selling. 
In fact—all the jobs and all the paychecks tn America de- Next time you see me, think of that. Think how I make 
pend ultimately on people buyirg and selling. your job more secure. 
A 
Mayor Harley E. Knox says: y/7 s 
“Being the Mayor of Gan Diego gives me 1 
én. Desk teh weet 0 aquest pinee tas mG 
would be if cur merchants, big and small, y OTHER WAYS ADVERTISING 
GON comity Go guue d Gan tas HELPS YOU AND YOUR 
“We advertise to increase our lourist Lrade, FAMILY 
to sell more of the products of our manu 
facturecs and to speed up the exchange ; 
of Gollars among curseives, You wouldnt 
‘wast te ve & & city where Gere wee ne 
eéverusing Life i» our modern age would 
vmemty et minimum effort tad ton, _ Bie aatll 
George A. Scott, 9. : Makes thepping more plecsam amd ease 
Se Saee mage ) 3 
Sgn Helps you spend wisely by 
To Geek, Cont spent » Eaeee — 
Property stated éepartmen( stores would 
mot eulst were 1 mot for the value of 
Advertsing. proving te ali consumers tne $ 
» Ta -T, Jr Sen ° an ii 
cee ace — Diego of Advertising ce = 
senting this information in the interest. 


Advertising...’ 


BY SELLING MORE 
TO MORE PEOPLE 


Makes your job more secure 


PRO ADVERTISING—$20,000 will be spent in ten weeks by San Diego’s Advertising 
& Sales Club and San Diego Association of Advertising Agencies for ads like 


this, plus radio, TV, car cards, direct ma 


il, pay envelope stuffers, etc., all streccin3 


the importance of advertising to job security. The ad shown, prepared by the Ad- 
vertising Federation of America, was localized by statements by San Diego’s Mayor 


Knox and George Scott of 


Walker’s department store. 


Devaluation Not 
Devastating to 
Tool Builders 


CLEVELAND—While casting wary 
glances at the European market, 
the nation’s tool builders as yet 
refuse to consider the export sit- 
uation gloomy, despite the British 


Devaluation 


ager. 


pound devaluation. 

The industry is uncertain, nat- 
urally, as to the effect devaluation 
will have on the Marshall Plan. 
On the hopeful side are these fac- 
tors: 

American machine tool dealers 
still maintain a good selling force 
in Europe. And the British, French, 
Swiss and German tool builders, 


CCA 


THE PENTON PUBLISHING COMPANY 
PENTON BUILDING — CLEVELAND 13, OHIO 


of all metalworking business 


buying decisions in these plants. 


is done in the plants 


reached by J FEEL 


Every week your advertising in STEEL reaches 


100,000 top metalworking men who make the 


STEEL makes 


your advertising dollars worth more. 


although recovering, are still not 
making the “most highly produc- 
tive” types of tools. 

These were the comments gath- 
ered in this tool-building center, 
and headquarters of the National 
Machine Tool Builders Assozia- 
tion. The spokesmen, speculating 
off the record, were not pessimis- 
tic but wished to “wait and see.” 

In August, 180 U. S. tool com- 
panies, representing 90% of the 
nation’s output, were producing 
at the rate of $250,000,000 worth 
annually as compared with $288,- 
000,000 in 1948, it was pointed out 

Also, in August, orders from a!! 
sources exceeded July orders b) 
10%, with deliveries to foreign 
countries running 23% of all ma- 
chine tools shipped, it was re- 
ported. 

“Despite the pound cut, the mar- 
ket for the type of machine too's 
that Europe must buy over hee 
‘will not be greatly disturbed,” o1 
| spokesman said. 


Changes to Tabloid Size 


Effective February, 1950, tle 
Denver Post will change its Su 
day magazine section to a tabl 


*|size section. 


ONE MINUTE 
T. V. FILM 
COMMERCIALS 


PRICE INCLUDI5 
Artful Productio '- 
Animated tricky 
titles— 

Effective 
Ilustrations— 


35 MM 
16 MM 


Additi | " 
Svinte Ot With Off-screen 
Lower Cost voice and music 


Write For Circular Or haved 


a> S. .  S  ® 


FILMACK} 


1330 South Wabash Ave., CHICAG( 
‘ Phone HArrison 7-3395 
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) Advertising Age, September 26, 1949 


Auto Makers 
Expect Decline 
in Car Exports 


Detroit—A substantial decrease 
in the billion-dollar exports of 
American automobiles is expected 
by automobile manufacturers be- 
cause of the devaluation of the 
British pound. 

Exports have been on the skids 
for the past several years since 


Devaluation 


most foreign countries applied im- 
port limitations. 

The Automobile Manufacturers 
Association reports that for the 
first seven months of 1949 exports 
dropped to 185,560 as compared 
with 260,185 for the same period 
of 1948. The 1949 percentage of 
exports was 5.2, as compared to 
8.3 in 1948. 

Export officials of the various 
automobile companies were con- 
ferring by international phone 
with their foreign offices to try 
to clear up their future sales pic- 
ture in foreign areas. 


s All countries in the world, ex- 
cept Venezuela, Cuba, El Salvador 


Ethiopia, The Dominican Repub- | 


lic and Panama have restrictions 
on American automobile imports. 


| The major loss through the 
_ maneuver in the pound is expected 
3 in South American countries in 


4. the sterling bloc. 
South America was the indus- 
try’s best foreign customer in 1948, 


— ftaking 117,081 cars, trucks and 
not busses out of the total world ex- 
uc- orts of 422,742. Europe bought 

7,703; North and Central Amer- 
th- can countr.es outside the U. S. 
ter, Fook 66.667; Asia, 68,595; Oceania 
mal 6,037; and Africa, 97,649. 
ja- A conservative estimate of the 
ing exports of automobiles and parts 
1is- fin 1948 was placed at $1,005,687,- 
” 949, 
ym - One automobile manufacturer | 
the [predicted that the devaluation of 
‘ing [the pound will not have an im- 
yrih fmediate effect on the exports. 
88,- [However, he was in the minority, 
out. fas most companies see only a fur- 
all fther shrinkage in the export trade. 
by Jwhich rose to a record $1,279,488,- 
sign 9142 in 1947. 
ma- During the immediate postwar 
re- fyears, most companies limjted their 

xporis to 5% of their production. 
lar - 
rele) ®# In New York, Fergus Motors 
he} announced a 20% cut on British 
one fcars “in anticipation of a reduc- 
tion by manufacturers by that 
much,” 

Despite further anticipated re- 
t}> Feuction in the price of smaller 
su) - §ertish cars, American manufac- 
yl lurers do not believe they can 

Compete in the American market. 
— \s an example, they report that 
= Ford’s distribution of its British- 

mide Anglias and Prefects in this 

‘o intry was not successful in com- 


pe ition. The move was under- 
lalen to help the British dollar 
shurtage a year ago. 

f 404 British Fords received 
in Detroit to sell for $1,523 each, 
here are 67 still unsold. And the 


— price was cut twice, from $1,523 

DIS Ho 31,045 and then to $895. 

tio 1- 

ky LTO GROUP EXPECTS 
ORE TRAVEL ABROAD | 
\/ASHINGTON—The American) 
u omobile Association predicted 

on as week that devaluation of for- 


‘ig 1 currencies will make Western | 
u ope a bargain vacationland that 
‘l. attract unprecedented num- 
€:s of American tourists with 
1c lerate incomes. 

\Vhile the association said the 
tive picture is still unclear, it 


pointed out that a 30% increase 
in the dollar purchasing power 
reduces a five-shilling British meal 
from $1 to 75¢ for the American 
visitor, and a double room in a 
British luxury hotel from $13 to 
$9. 

The association said the devalua- 
tion may be in time to rally the 
largest number of “late season” 
European visitors in history, in 
view of incentive air fares and 
available steamship space. 

It reported that Britain, which 
had anticipated an income of $72,- 
000,000 from an estimated 130,000 
American visitors, is now looking 
toward $100,000,000 in the belief 
that the tourist industry will ex- 
ceed even textiles as an “export” 
item. 


Joins Stokely-Van Camp 

F. D. Neilson, formerly south- 
eastern district sales manager of 
the Minnesota Valley Canning Co., 
has joined Stokely-Van Camp, In- 
dianapolis, as manager of the new- 
ly formed institutional food de- 
partment. 


. 


Farm Publications Name 
Perkins and Vinson 


James G. Perkins has been ap- 
pointed western circulation man- 
ager of Southern Agriculturist and 
Farm & Ranch, which will be com- 
bined effective with the January, 
1950, issue. Ernest B. Vinson has 
been named Mr. Perkins’ assistant. 

James G. Bray and James G. 
Blakeney have resigned as cir- 
culation manager and field circu- 
lation manager, respectively, of 
Farm & Ranch. Lewis F. Wood, 
now vice-president and circulation 
manager of Southern Agriculturist, 
will become circulation director of 
the enlarged magazine. 


Clausen Retires from Evinrude 
W. C. Clausen has retired as 
vice-president and director of sales 
of the Evinrude Motors division, 
Milwaukee, of Outboard, Marine 
& Mfg. Co. He joined Evinrude Mo- 
tors Co. in 1926 as vice-president 
and sales director and continued in 
that capacity after the merger of 
Evinrude and the former Elto Co. 
W. J. Webb, sales manager of 
Evinrude since 1929, has been 
jnamed to succeed Mr. Clausen. 


Names Willard Griffin 


Willard H. Griffin, assistant di- 
rector of agencies for the North- 


pointed circulation manager in 
charge of all newsstand opera- 
tions. 
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western Mutual Life Insurance 
Co., Milwaukee, will direct the na- 
tional advertising and sales pro- 
motion activities of the company. 
The work was formerly under the 
supervision of Lawrence J. Evans, 
who was recently named general 
agent in Portland, Ore. 


Barwood Named Ad Manager 


Edgar A. Barwood, formerly an 
account executive with Arthur 
Brown Associates, Boston, has been 
appointed advertising and sales 
promotion manager of the Ameri- 
can Luggage Works, Providence. 
At one time he was associated 
with the research division of the 
Gillette Safety Razor Co. 


Street & Smith Names Two 


Francis E. Sammons Jr., for- 
merly circulation sales manager in 
charge of newsstand sales and 
field operations, has been named 
circulation director of Street & 
Smith Publications, New York. Ar- 
thur B. Van Delft has been ap- 


Practical Builder + 


A HOME OF YOUR OWN 
Write for detaits 


Building Supply News 
5 South Wabash Ave., Chicago 3, ill. 


FOR BUSINESS ROUTINE 


iced noon requhinn sella: unite, Suites, Gall dik Memeinn. for both 


THERE’S A 


KROMEKOTE 


For excellent reproduction with 


& 
A >. 


SS. ee 


Mills at wicacibied: Ohio; Canton, North Caroline and Houston, Texas. 7 
District sales offices: New York @ Chicago @ Philadelphia ¢ Detroit 


"WHATEVER YOUR 


CHAMPION PAPER 


SATIN REFOLD ENAMEL 


Meets every requirement for 


catalog covers, post cards and quality publication and adver- 
inserts, or for packaging and tising printing—thanks to top- 
labeling quality products, this grade enamel coating, folding 


cast coated stock is ideal. 


strength and its receptivity to ink. 


PAPER PROBLEM 


FOR 


WEDGWOOD OFFSET 


Superior in color, finish, and 
printability, this paper is un- 
excelled for fine lithography. It 
is available in a wide variety of 
weights, sizesandspecialfinishes. 


EVERY PRINTING NEED 


ENVELOPE PAPERS 


Champion manufactures an ex- 
clusive line of quality envelope 
papers. 
general utility fill the requirements 
for every type of envelope use. 


Their adaptability and 
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Mathes Gets Odo-Ro-No; 
Cutex Account to Kimball 

Northam Warren Corp., Stam- 
ford, Conn., has appointed J. M. 
Mathes Inc., New York, for adver- 
tising of Odo-Ro-No liquid and 
cream deodorants. Simultaneously 
Abbott Kimball Co., New York, 
received the company’s Cutex 
manicure account. 

Business papers, newspapers and 
radio will be used for Odo-Ro-No. 
No media selection has been made 


for the Cutex line yet. Young & 
Rubicam formerly handled both 
accounts. 


Hudson Dealers Use TV 

“Touchdown,” 30-minute filmed 
TV show of outstanding football 
touchdowns, will be sponsored this 
fall over WNBQ, Chicago, on Fri- 
days at 10-10:30 p.m. by the Hud- 
son Dealers of Greater Chicago, 
through Robert W. Race & Asso- 
ciates. 


history . . 


years... 


advertisers. 


CENTRAL OHIO LISTENERS DEPEND 
UPON WBNS FOR SPORTS COVERAGE— 


Columbus and Central Ohio are "Sports Crazy 
sports, like so many other events, they tune in W8NS. No station 
in Central Ohio can come near equalling this coverage. The Fall 
schedule includes the Ohio State University Football Games, High 
School Huddle, Cleveland Browns Pro Football, Leahy of Notre 
Dame, Red Barber's Clubhouse, Wes Fesler Talks Football, Paul 
Brown On Football, Bill McKinnon's Shell Digest and others. 4 
- ap fare served hot off the griddle to appease the 

the rabid fans in this community. Sports is only one 
reasons why Central Ohio's favorite in radio is WBNS. 


1949 OHIO STATE FAIR, A BIG EVENT, WITH 
WBNS PLAYING A PROMINENT PART— 


This year the Ohio State Fair at Columbus was the greatest in 
And WBNS was there with its talent and inimitable 
we Hh Folks from all parts of Ohio and the nation packed 
the WBNS outdoor playhouse to see and hear their favorite radio 

ersonalities. It was a superb public relations feature that helped 
Build audience and good will for the station and its advertisers. 


RUBENS CLOTHIERS — ANOTHER WBNS 
“EARLY WORM” SUCCESS STORY— 


Irwin Johnson, the WBNS “Early Worm" has a way with him 
that has kept Central Ohio folks tuned to his program for ten 
. In that ten years Rubens Clothiers have been one of 
the many ‘consistent ' ‘Early Worm" sponsors. 
cashed-in, too. . . . From a small store they have expanded 
until today they rate as one of Columbus’ leading men's cloth- 
iers. Rubens success has been duplicated many times by WBNS 


IN COLUMBUS IT’S 


POWER 5000 D-1000°-N CBS 


"... And fer 


appetites of 
i the many 


. And, they have 


ASK JOHN BLAIR 


™ 
we. 


art pant! 


You save 
precious hours on 


every production job with 
Faithorn 3-in-l service. Finest Typog- 
raphy—master Platemaking and Printing—all 
centered in one convenient place for expert, 
co-ordinated all-inclusive production. Try 
Faithorn 3-in-1 production service—and know 
why so many busy advertising executives find 
it an always ready, always steady life line. 
Write—or telephone WHitehall 4-2300. 
FAITHORN is the ONLY concern in Chicago 


that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 


SPECIALISTS in. 
COLOR PROCESS PLATES 


Most Admen 
Hopeful About 
Devaluation 


(Continued from Page 1) 
market was no more than 30¢ a 
fifth. 

The American Newspaper Pub- 
lishers Association reported that 
publishers were inquiring whether 
Canadian mills would pass along 
to their U. S. customers the 10% 
saving they will effect on the re- 
valuation. In Canada, R. M. Fow- 
ler, president, Newsprint Associa- 
tion of Canada, said quickly that 
“devaluation does not in itself alter 
the cost of Canadian newsprint to 
the U. S. publishers,” and Harold 
S. Foley, president of Powell River 
Co., said in Montreal that his com- 
pany had no intention of reducing 
its price, pointing out that de- 
valuation adds nothing to a U. S. 
publisher’s newsprint cost. 

On the other hand, Canadian 
railways reinstated a surcharge 
of 6% on prepaid freight ship- 
ments to U. S. destinations. 


ws The devaluation means little to 
the magazine publishers. Duty 
charges have almost insured that 
magazine paper is produced by 
U. S. mills. 

Travel agents rubbed their hands 
in anticipation of what the de- 
valuation would do for tourist 
trade. But international rubber- 
necking wouldn’t get much of a 
break from transportation. U. S. 
and British transatlantic operators 
huddled in London and reached 
full agreement to boost British 
ship fares 43%—parity with U. S. 
fares. 

At the same time, airline op- 
erators representing more than 60 
companies also met in England, 
where the International Air Trans- 
portation Association studied rates. 
By Oct. 1, it would probably make 
no difference if a traveler flew 
an American line or a foreign 
plane. But until then, he could 
save about $106.40 by flying the 
Atlantic by foreign carrier. 

On the other hand, A. & M. Kar- 
agheusian, Bigelow-Sanford and 
Alexander Smith & Sons Carpet 
Co. rushed out statements that no 
price reductions would be possible, 
and all pointed out that higher 
carpet wool costs, effective since 
the companies cut prices 5% in 
June, made devaluation meaning- 
less. 


= By the latter part of the week, 
the revaluation theme was getting 
into more and more copy in the 
New York Times. Regal Shoes 
ran an ad headed, “Flash! English 
pound devaluated,” and offered its 
“Britishers” at $9.90, reduced from 
$10.95. Saks Fifth Avenue an- 
nounced Alan McAffee British- 
made shoes were now at $28.50 to 
$45, “due to the devaluation of 
the pound sterling.” A British In- 
dustries Corp. ad was headed, 
“$4.03 to $2.80.” 

Meanwhile, price reductions on 
goods imported from Europe were 
apparent. Bond dropped its price 
on imported Scotch grain shoes 
from $12.95 to $8.95; Macy’s was 
offering English argyle hose at 
$2.64, down from $3.49; and Brown- 
ing King advertised imported Eng- 
lish gabardine topcoats for $53, 
which the copy called “as low a 
price as we’ve seen in years.” 


Advertisers’ Views 

I. F. Baker, vice-president and 
treasurer of Westinghouse, told 
AA: 

“The revaluation of the pound 
should indicate te all American 
exporters that a period of price 
study is at hand. In the past, 
American prices have been gen- 
erally very competitive, but a new 
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era of artificially revised prices 
with probable increases in local 
currency costs abroad will make 
pricing a fine art in the future. 
The revaluation of sterling will be 
very helpful to the import bus- 
iness except in those cases where 
foreign deliveries are already too 
long to be of interest in this mar- 
ket. To be completely effective, re- 
valuation must carry with it a 
study of expansion of production 
in those lines which are needed 
in hard currency areas. 

“Revaluation of the pound 
should have little or no effect 
on our sale of radio and appliances 
generally. The key to the problem 
here is still the ability to obtain 
import licenses.” 


m Speaking generally, Mr. Baker 
added that “from the standpoint of 
the world, the development is en- 
couraging because it loosens up 
trade. It is probably a healthy sit- 
uation because it will make people 
realize that we’re in a competitive 
era. 


“No one should get discouraged 
by this, particularly in the U. S. 
It seems to me that there has been 
a widespread lack of initiative, and 
this may well make people work 
harder. Also, out of this may come 
a more realistic attitude by the 
government on the matter of for- 
eign investments. Such _ invest- 
ments are steadily urged, but no 
inducements are offered the in- 
vestor to make it an attractive 
speculation. This could result in 
some developments which would 
make foreign investments a desir- 
able, rather than doubtful, move.” 

S. J. Ross, press manager, KLM: 

“So far there’s been no effect 
from the revaluation. All the fares 
are set by International Air Traffic 
Association, and any changes are 
channeled through this body. IATA 
will meet in London shortly to dis- 
cuss the situation. There is nothing 
to report on advertising changes, 
and it is too soon to judge its 
effect on each country.” 


w Vance Babbs, N. W. Ayer & Son 


Youll want a copy 


of this mpetleys 


FREE COPY will be 


sent to manufacturers 

and agencies on re- 

quest. Ask for “1949 
CONSUMER 
ANALYSIS.” 


Shows Brand Preferences and 


Buying Habits for Consumer 
Products in Metropolitan 


MOLINE - 


ROCK ISLAND, ILL. 


If you would like to know the 
brands preferred in Rock 
Island — Moline — East Mo- 
line, Illinois . . . the type of 
products that Rock Island— 
Moline — East Moline fam- 
ilies prefer to buy . . . owner- 
ship and dealer distribution 
of consumer products in this 
134,000-population market... 
then you’ll want to send for 
your copy of the new 1949 
Consumer Analysis for the 
Rock Island — Moline — 
East Moline metropolitan area. 


The survey includes data for 
the following: 


@ Food Products 

@ Soaps and Cleansers 

@ Home Equipment 

eSoft Drinks 

@ Beer and Wine 

e@ Gasoline 

e@ Motor Oil 

e Tires 
Since this is our fourth annual 
survey, interesting trends can 
be drawn with previous years’ 
data ... all yours for the 
asking. 


National Rep., The Allen Klapp Co. 
New York Chicago Detroit 


aiid MOLINE DISPATCH | 


... the newspapers covering the Illinois side of the Quad-Cities 
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account executive on DeBeers dia- 
monds: 

‘Nothing has happened in the 
fiamond business. Diamonds, of 

urse, are sold in the rough in 

land every few months when 
he Diamond Trading Corp. holds 
ales for the diamond trade. At 
his time Dutch or Belgium cut- 
ers, or cutters from here, buy the 
tones. The last sale or ‘sight’ was 
eld recently, and nothing can de- 
relop which will be influenced by 
he revaluation until another sale 
s held.” 

Currency devaluation is regarded 
y tea importers as a sales stimu- 
lant. R. B. Smallwood, president 
ff the Tea Association of the 
Inited States and head of Thomas 
. Lipton Inc., largest tea packer 
in the United States and Canada 
discounted the possibility of lower 
a prices as a result of devalua- 
on of the British pound and In- 
tian rupee. 

Tea prices, he said, have ad- 
vanced only 44% since prewar 
ears, against 109% for all con- 
umer food costs. Meanwhile, raw 
ea production costs have increased 
1ore than 100% and plantation 
abor costs have gone up 200%. 

At the Tea Bureau it was said 
hat devaluation of foreign cur- 
ency would make no difference in 
ts plans for tea promotion as ap- 
propriations it receives from tea 
growers are dollar appropriations. 

The effect of devaluation on 
rude rubber and rubber products 
is problematical, representatives of 
rubber companies here said. Since 
devaluation last week, the price 
bf natural rubber has dropped 2¢ 
a lb. But most manufacturers of 
ires and other rubber products 
ave large investments all over 
the world, it was pointed out, and 
hile they might benefit by price 
eductions in the cost of raw ma- 
erials, they might be hurt by a 
sales slump occasioned by devalua- 
ion in many of the countries 
yhere they have to sell. 


A spokesman for Lever Bros. Co. 
n Cambridge said: 

“Lever Bros. advertising will 
not be affected by pound devalua- 
ion because, although the com- 
pany has British owners, the en- 
tire operation is carried on in 
this country. 

“Profits from Lever Bros. go to 
England at the end of every fis- 
cal year, so the dollar exchange 
is already favorable to England in 
this particular case. 

“Thomas J. Lipton Inc., maker 
of Lipton’s tea, is a parallel case 
to Lever Bros.” 

Harry W. Bennett Jr., advertis- 
ing and sales promotion director 
of the Lever subsidiary, John F. 
Jelke Co., said devaluation of the 
pound “won’t affect us one bit” 
and may “spur us on to greater 
things” as far as advertising is 
concerned. 

Lever’s British corporate parent, 
Unilever, won’t be taking funds 
out of this country, he believes, and 
won’t ask its U. S. companies to 
curtail promotion to save dollars. 
Any advertising retrenchment 
would retrench sales, too. 


s Gerald Wynne, public relations 
drector of British Overseas Air- 
ways Corp.: 

“The effect of the revaluation 
o1 fares hasn’t been determined, 
but one other effect has been the 
inmmediate stimulant to _ travel 
abroad. 

“Since our announced fare cut 
f(r October, passenger booking has 
been brisk but it has jumped 
Saarply since the devaluation of 
tie pound because, of course, tour- 
i. ts can get more pounds for their 
collars in London. It seems rea- 
Smable to expect that air tourist 
‘raffic will continue to gain from 
his.” 

One advertiser who broke 
promptly with newspaper ads on 
the devaluation was the Rootes 
group. 


“This will enable us to offer 
the Hillman Minx at a new low 
price of $1,495,” said Brian Rootes, 
regional director of the company 
in the U. S. and Canada. 

“In order to return the same 
dollar value to Great Britain, we 
shall have to sell 30% more cars,” 
he went on, “but I am confident 
that at this new price we can come 
near to moving 60% greater vol- 
ume than we have done recently.” 
Anderson, Davis & Platte is the 
Rootes agency, and placed the 
newspaper ads. 


Agency Views 


From an advertising point of 
view, devaluation of foreign cur- 
rencies is likely to increase Ameri- 
can advertising in foreign publica- 
tions, Irwin A. Vladimir, president 
of Irwin Vladimir & Co., export 
advertising agency, told AA. 

“We are suggesting to our 
clients,” Mr. Vladimir said, “the 
advantage of using additional 
space abroad for the last quarter 
of this year. At present, for the 
same amount of dollars we can 
buy 30% more advertising space, 
because of currency devaluation.” 

Asked whether he expected rate 
increases by foreign papers, Mr. 
Vladimir said he did, but that the 
amount of individual rate increases 
“is likely to be less than 30%. 
American advertisers will still be 
able to get more for their dollars 
than heretofore. 

“That may be offset, however,” 
Mr. Vladimir pointed out, “in cases 
where advertisers base their ad- 
vertising budgets on percentage of 
sales. A decline in sales in export 
markets will be reflected in dollar 
budgets, unless advertisers in- 
crease their percentages. On the 
other hand, advertisers who base 
their budgets on the so-called test 
method will be able to buy more 
space.” 


s British advertising in this coun- 
try and in Latin America is likely 
to be increased, in Mr. Vladimir’s 
opinion. American exporters, he 
believes, may find it to their ad- 
vantage to increase their own ad- 
vertising in Latin America in or- 
der to meet increased British com- 
petition there. No advertising rate 
reductions by any media in any 
important market area is antici- 
pated as a means of encouraging 
British trade, Mr. Vladimir said. 
Among the chief exports of this 
country that are advertised 
abroad, Mr. Vladimir listed auto- 
mobiles and motor accessories, 
drugs and cosmetics, electrical ap- 
pliances, radios and machinery. 
Imports likely to be increased by 
devaluation, he believes, are tex- 
tiles, china and crockery, liquors, 
certain food products, such as 
cheese, olives, and canned fish, and 
luxury items, such as linens, laces, 
piece goods and objects of art. 


ws Leonard Marshall, account ex- 
ecutive for J. M. Mathes Inc. on 
the European Travel Commission 
and Austin Motors: 

“It is expected that the amount 
spent for the European Travel 
Commission Promotion (which be- 
gan this year) will be greatly in- 
creased next year. The reduction 
in price of Austin cars has resulted 
in a sell-out of dealers, and Eng- 
land has been notified to ship 
additional cars...The 30% cut 
is not a prime factor, since freight 
charges and éxport taxes remain 
constant, and fixed charges in- 
curred in production already out 
for Austin before devaluation must 
be met in selling present models... 

“The British will have to spend 
more pounds to get the same 
amount of per dollar promotion. 
While earning dollars in this coun- 
try to fill balances in England, the 
dollars are earned in an American 
market without devaluation, but 
the pounds to advertise are com- 
ing from a devalued money mar- 
ket, and more of them will be re- 
quired to produce the same ‘real 


goods value’ in advertising in the 
ue” 

Samuel W. Meek, head of J. 
Walter Thompson Co.’s foreign of- 
fices, said: 

“At present everyone is studying 
pricing problems and postponing 
commitments until the price struc- 
ture is set.” 

Col. Harry Berk, Foote, Cone 
& Belding International president, 
said: 

“The more aggressive attitude of 
the British government in stimu- 
lating industry to produce goods 
for American markets will un- 
doubtedly introduce more exten- 
sive campaigns for British-made 
goods in this country. , 

“There are two major consider- 
ations in the planning of future 
advertising on such a basis. Up to 
the present time, British firms 
have brought their products into 
this country with little of the care- 
ful market analysis which char- 
acterizes the introduction of a new 
product by the American adver- 
tiser. To compete with our prod- 
ucts on anything more than a 
‘fringe’ scale, the British will have 
to make products that are ‘mar- 
ket-right’ in so far as color, size, 
taste, smell, etc., are concerned. 


a “Secondly, British manufactur- 
ers will have to spend as many dol- 
lars on advertising in this country 
as American competitors. If Great 
Britain’s government is really as 
anxious to gain dollars as present 
reports indicate, then it must make 
advertising dollars available for 
British merchandisers to promote 
sales properly in this country. That 
means keeping up with American 
competitors. 

“With the Watchmakers of 
Switzerland, there will be little 
change in marketing or advertis- 
ing, because import restrictions 
have not changed and still are 
the governing factor in the sale of 
Swiss watches.” 


= Robert Otto, president of Robert 
Otto & Associates, New York ex- 
port agency: 

“Too early to tell what the de- 
valuation of currency will bring. 
All of our accounts are going along 
on the same basis, but the situa- 
tion will be reviewed weekly. All 
our accounts recognize the serious- 
ness of the situation, but there is 
no particular excitement and no 
hysteria. Everyone is going along 
with the same schedules and rates 
for the time being. We all realize, 
of course, that it’s going to be 
tougher to sell.” 

Lars Ekwurzel, account execu- 
tive, Fuller & Smith & Ross: 

“Speaking for the international 
division of our agency, we welcome 
it. So much of our business has 
been blocked before, and this de- 
velopment could smooth things 
out. We’ve found in this country 
that competition improves busi- 
ness and we feel that increased 
competition from abroad will bene- 
fit all concerned in the matter.” 


Media Opinion 

C. Y. Hirshfield, a director of 
Joshua B. Powers Inc., foreign 
publications representative, told 
AA that none of the publications 
represented by his firm as yet has 
made any changes in schedules, 
and “that none is expected to be 
made hastily.” For European ad- 
vertisers, Mr. Hirshfield said, cur- 
rency devaluation means a 30% 
increase in the dollar cost of ad- 
vertising in American publications. 
Whether foreign advertisers in- 
crease their advertising appropria- 
tions will depend on their ability 
to increase sales here, he believes. 

Many British manufacturers 
have found from experience, he 
said, that it is more profitable and 
less troublesome to sell to the 
dominions than in America, be- 
cause of British taxes, paper work 
and red tape. Mr. Hirshfield agreed 
that while there was every in- 
centive for British manufacturers 
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HEALTH PROTECTION—That’s the story 
Chemical Air Purification Corp. will tell 
with this 1,000-line ad and other news- 
paper copy, as well as spot radio, in the 
South Bend market. (Story on Page 73.) 


to increase their sales in the Amer- 
ican market, he emphasized that 
if they are to do so successfully 
they will have to do the same type 
of market research and sales pro- 
motion that American manufac- 
turers do and, in addition, pay 
freight charges, higher taxes and 
higher sales expenses than Amer- 
ican companies. ‘ 

The best present export market 
both for the English and for us, 
he said, is Latin America, chiefly 
in the Carribean area. But even 
there, he said, he doubted whether 
British goods will be able to com- 
pete successfully with American 
products, if American companies 
really want the business. 

Asked about the effect of deval- 
uation upon Canadian sales of 
wood pulp and newsprint, he said 
that it would not make any ma- 
terial difference. While Canadian 
currency has been devalued 10%, 
he said, pulp and newsprint prices 
are based on the American dollar. 


a Guy Bolam, New York repre- 
sentative of Radio Luxembourg, 
said his station, which has no time 
available for sale, will not be af- 
fected. Advertisers pay Lux Radio 
in francs or British pounds. Agen- 
cies and representatives have not 
been able to get any great amount 
of these funds out of Europe for 
some time. 

Alan Legg, Reader’s Digest, said: 

“We are waiting for the situa- 
tion to settle down. The whole mat- 
ter is being discussed and we are 
trying to decide how it will af- 
fect rates. Naturally, it will take 
some time to check with all our 
local managers on just how it will 
affect each country.” 

Meyer Dworkin, treasurer, Mac- 
fadden Publications: 

“We buy printing and paper in 
Canada, but no doubt we’ll have 
to take a cut on the magazines 
which we sell there.” 


aw Adam J. Young Jr. Inc., Weed 
& Co. and other representatives of 
commercial radio in Canada were 
hopeful that the move, which they 
pointed out is a return to the 
balance as it stood a few years 
ago, will build up the volume of 
business in Canada. Immediate re- 
sult will be a 10% cut for rep- 
resentatives who convert their 
Canadian dollars into U. S. cur- 
rency. In Canada an advertiser 
pays the stations in Canadian 
money and the representatives and 
agencies get commissions in Cana- 
dian money. 

New York representatives said 
it is too soon to say whether there 
will be any adjustment in station 
rate cards, although they indi- 
cated they do not expect any. 


ws The shift in money values and 
its effect on advertisers probably 
will be a major topic for discus- 
sion at the October meeting of 
the Association of Canadian Ad- 
vertisers. 


A major foreign newspaper rep- 
resentative said he does not antici- 
pate rate increases since the rates 
charged foreign advertisers are 
the same ones charged locally. 

“American export advertising 
may suffer a little at the outset,” 
this company commented. “How- 
ever, in the long run, the de- 
valuation, if it accomplishes its 
purpose of reviving the local econ- 
omy, will mean more business for 
everybody.” 

A Time Inc. spokesman char- 
acterized the company’s reaction 
to devaluation briefly: “We’re 
studying its effects on our edi- 
tions.” 

Newsweek told AA: “As yet it 
is entirely too early to judge the 
effect of devaluation on sales for 
our foreign editions. Three weeks 
from now we shall probably have 
a clear picture of what changes, 
if any, devaluation will bring.” 


British Admen 
Haven t Mapped 
Specific Plans 


CABLED BY F. A. MARTEAU 


Lonpon—British advertising men 
last week all agreed that there 
must be expanded sales and ad- 
vertising efforts abroad, but none 
were ready with specific plans. 

Government permission is still 
required for each company’s in- 
dividual plan to spend its dollars. 
The recently formed council of 
British and American advertising 
agencies will meet this week with 
the Dollar Exports Board, the 
semi-official body advising on 
suitable dollar use. 

Although the situation up to 
the weekend was still too fluid 
to indicate definitely the lines that 
will get the major promotion push 
overseas, it was clear that great 
selling and merchandising efforts 
will be put behind previous best- 
selling British products, including 
automobiles, whisky, apparels, and _ 
a wide range of luxury and semi- 
luxury goods. 

Even before devaluation, Sir 
Stafford Cripps declared, “So far 
as the government is concerned, 
we are prepared to go the limit in 
furthering the export drive.” 


Calvert Expands Ad Dept., 
Names Guttenberg Director 


Calvert Distillers Corp., New 
York, has appointed Edgar E. Gut- 
tenberg as advertising director. 
At the same time, Walter C. 
Houghton was named advertising 
manager and Stanley Silverman 
was promoted to assistant adv2r- 
tising manager. The realignment 
of personnel was due to expanded 


W. C. Houghton E. E. Guttenberg 


advertising appropriations for the 
1949-50 fiscal year and the shift 
in distribution of Carstairs prod- 
ucts from an eastern to a national 
basis. 

Mr. Guttenberg, who joined the 
company 13 years ago, has been 
advertising manager for the past 
seven years. As advertising direc- 
tor, he will be responsible for di- 
recting both the increased Calvert 
operation and the expanded pro- 
gram for the Carstairs division. 
Mr. Houghton has served as assist- 
ant advertising manager for the 
past six years, and will be in 
charge of promotion for Lord Cal- 
vert whiskies and gins. Mr. Silver- 
man has been with Calvert’s ad 
department for the past 11 years. 
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Esso Standard 
Tells Results 
of Mail Study 


Direct Mail Advertising 
Association Meet Given 
Recall, Reader Details 


Cuicaco—Results of a survey on 
the efficiency of direct mail, con- 
ducted by Esso Standard Oil Co., 
New York, show that 57.8% of 
the respondents in a random in- 
terview sample recalled receiving 
an Esso mailing piece; 83.7% of 
those who had seen the mailer 
remember the product advertised, 
and 79.8% of those who recalled 
the piece correctly identified Esso. 

Robert M. Gray, manager of Es- 
so’s advertising and sales pro- 
motion department, in a speech 
prepared for delivery before the 
Direct Mail Advertising Associa- 
tion’s 32nd annual conference here 
last week (he was unable to de- 
liver it in person), testified that 
Esso is convinced of the efficacy 
of direct mail advertising. 


“Esso,”’ Mr. Gray asserted, “uses 


direct mail to sell products and 
dealers service on a personal level 
between motorist and dealer... if 
Mr. Motorist doesn’t think that his 
neighborhood Esso dealer is a good 
fellow personally then we might 
as well be selling peanut oil.” 


ws That direct mail pieces do con- 
tribute materially toward the 
achievement of the desired goal— 
a good impression of the local 
dealer on the part of neighborhood 
motorists—is indicated by results 
of the survey, he continued. 

The study was made in ten days 
last fall, and was based on 1,670 
personal interviews in 12 cities— 
one in each marketing division—of 
60,000 population and over. Three 
separate neighborhoods in each 
city were polled and the respond- 
ents were 75% women, 25% men. 

He said that Esso executives 
were gratified to find that 57.8% 
of the respondents recalled receiv- 
ing the mailer (identification was 
removed), but they were even 
more impressed by the fact that 
64.8% of those who saw the ad 
correctly named the dealer, and 
70.2% of those who said they had 
seen the pieces were able to give 
the location of the station. 

Of the total number interviewed, 
27.1% said that they had read all 
or part of the mailing piece, and 
18.4% said that they had read 20% 
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You Name the Budget 
We Meet It 


SAY you're hep to the fact that doctors have it to spend and spend 
it—for hats, refrigerators, drugs or diagnostic equipment. 


You have X dollars to spend for advertising your product to this M.D. 


(more dollars) Market. 


You'll want the State Journal Group—reaching every member phy- 
sician in 42 states, printing local medical news, wielding local influence. 


From there on it's easy. Just write for our 29 Space Plans, including 
one tailored to fit your appropriation. Then take the day off! 


To see the 29 Space Plans, write ‘Budgets,’ 


and address 


STATE JOURNAL GROUP 


COOPERATIVE MEDICAL 


ADVERTISING BUREAU 


OF THE AMERICAN MEDICAL ASSOCIATION 


535 N. Dearborn Street 


Chicago 10, Illinois 


ALABAMA, Journal of Med. 


Assn. of 
ARIZONA Medicine 
ARKANSAS Med. Society, 
Journal of 
CONNECTICUT State Med. 
Journal 
DELAWARE Med. Journal 
DISTRICT OF COLUMBIA 
Med. Annals of 
FLORIDA Med. Assn., 
Journal of 


GEORGIA, Journal of Med., 


Assn. of 
HAWAII! Med. Journal 


INDIANA State Med. Assn., 


Journal of 

IOWA State Med. Soc., 
Journal of 

KANSAS Med. Soc., 
Journal of 


KENTUCKY Med. Journal 

MAINE Med. Assn., 
Journal of the 

MICHIGAN State Med. Soc., 
Journal of 

MINNESOTA Medicine 

MISSOURI State Med. Assn., 
Journal of 

NEBRASKA State Med. 
Journal 

NEW ENGLAND Journal of 
Med., Mass., New Hamp.) 

NEW JERSEY, Journal of 
Med. Soc. of 

NEW ORLEANS Med. and 
Surgical Journal 

NORTH CAROLINA Med. 
Journal 

NORTHWEST MEDICINE 
(Oregon, Washington, 
Idaho & Alaska) 


OHIO State Med. Journal 

OKLAHOMA State Med. 
Assn., Journal of 

PENNSYLVANIA Med. 
Journal 

ROCKY MOUNTAIN Med. 
Journal (Colo., Utah, 
Wyo., New Mex., Mont.) 

SOUTH CAROLINA Med. 
Assn., Journal of 

SOUTH DAKOTA Journal of 
Med. 

TENNESSEE State Med. 
Assn., Journal of 

TEXAS STATE Journa! of 
Med. 

VIRGINIA Med. Monthly 

WEST VIRGINIA Med. 
Journal 

WISCONSIN Med. Journal 


34 Journals Covering 


42 States 


One contract! One monthly statement! 


One piece of copy! One original plate per insertion! 
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FABLES—This ad in Life Nov. 28 and the 

December Esquire shows one of six Cohn- 

Hall-Marx Co. Cohama ties featuring 

fables from La Fontaine. Dorland Inc. is 
the agency. 


or more of the copy. 


a Supplementary readership also 
proved to be an important factor, 
Mr. Gray noted. The 966 respond- 
ents who had seen the promotion 
mailing said that they definitely 
had showed it to 427 other per- 
sons, and thought they had showed 
it to an additional 292 people. In 
other words, for every 100 pieces, 
there were 70 additional impres- 
sions. 

Despite the fact that the house- 
wife is a definite barrier in at- 
tempting to reach husbands by 
mail, the survey showed that 50.4% 
of the husbands definitely saw the 
mailing and another 20.5% prob- 
ably saw it. 

Of special interest to other users 
of direct mail was the discovery 
that 70% of the respondents re- 
garded direct mail favorably. An- 
other 23.5% were hostile, for a va- 
riety of reasons. An analysis of the 
reasons resulted in the conclusion 
that only 1.7% of the addressees 
were “unsalvagable”—that is, 1.7% 
could not be moved to read mail- 
ings through use of various ap- 
peals or gimmicks. 


# Since Esso uses direct mail cam- 
paigns principally to create a more 
favorable impression of its deal- 
ers on the part of customers and 
prospects, it was possible to mea- 
sure its effectiveness in a rea- 
sonably accurate manner, and the 
results were pleasantly astonish- 
ing to Esso officials. 

Those who recalled the mailing 
were asked how they felt about 
their neighborhood dealer. Of 
these, 69.3% had a favorable im- 
pression. And, in brief, the per- 
centage of good impressions rose 
sharply with the number of mail- 
ers seen. 

Of those who had not seen a 
mailing piece, 34.5% had a good 
impression. Of those who had seen 
one mailer, 48.8% had a good im- 
pression, and 77.8% of the people 
who had seen two or more mailing 
pieces had a favorable impres- 
sion of the dealer. 


s That such results are significant 
was highlighted by the answers 
to Esso’s question as to why auto 
owners patronize a particular deal- 
er. The tally: 


Like the dealer 44.6% 
Convenience 37.4% 
Good service 34.0% 
Like the products 21.3% 


And when all 1,670 were asked 
whether they believed that the 
local Esso dealer could serve them, 
97% indicated that they trusted 
their local dealer and only 0.3% 
said that they did not believe that 
the dealer could serve them sat- 
isfactorily. 

Mr. Gray assured himself of 
an interested audience when he 
opened his speech with the remark 
that persons who receive direct 
mail read only those pieces which 
particularly interest them. 

“It may be heresy to say so to 


this group,” he explained, “but we 


go by the theory that there is no 
automatic audience for direct mail, 
any more than there is for pub- 
lication or radio advertising. 


ws “It’s just as difficult to do a 
good job through the mails as it is 
in any other medium—perhaps 
even more so.” He declared that 
while Esso believes in all forms 
of advertising, direct mail has as- 
sumed greater and greater im- 
portance until today, “counting our 
own and dealer monies, over $500,- 
000 a year is invested in the me- 
dium. 

“We have two main objectives 
in designing a piece,” he asserted. 
“The first is to stop the recipient 
and catch his interest—to prevent 
hat swift trip to the wastebas‘et. 
The second is to do a real selling 
job on the items featured.” 


Moves Newark Office 


Market Research & Advertising 
has moved its Newark office to 
permanent quarters at 21 Fulton 
St. 
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Two Newspapers Merge 


The Herald, Anderson, Ind., 
morning newspaper, of which Mrs. 
Harriet W. Toner is president, and 
the Bulletin, Anderson, afternoon 
paper, of which George D. Crit- 
tenberger is president, have 
merged. The newspapers will re- 
tain their separate identities and 
will be published by a new corpor- 
ation, Anderson Newspapers. All 
operations will be moved to the 
Herald Bldg. 


Newspaper Group Elects 


Clarence S. Mugge, of the Jour- 
nal and Star, Peoria, Ill., has been 
elected president of the Midwest 
Newspaper Advertising Executives’ 
Association. H. A. Meyer Jr., Daily 
Reporter, Independence, Kan., has 
been named vice-president and 
Jay F. Seacrest, State Journal, 
Lincoln, Neb., secretary-treasurer. 


Chase-Shawmut to Chirurg 


Chase-Shawmut Co., Newbury- 
port, Mass., maker of electrical 
fuses and protection devices, has 
placed its advertising with James 
Thomas Chirurg Co., Boston. 


550 KC 5000 WATTS 
NBC AFFILIATE 
BISMARCK, N. DAK. 


Z—-\\— NEED MORE— 
\ COVERAGE? 


KFYR and its five thou- 


sand watts on 550 kilocycles. Power, 
plus a choice frequency, amazingly 
high ground conductivity and 24 
years of intense listener loyalty make 
KFYR the natural selection for the 
time-buyer who wants to make sure 
he picks the best buy. Ask any John 


Blair man. 


817 W. WASHINGTON BLVD, CHIC 


JAHN & OLLIER 


ENGRAVING COMPANY 


PRINTING PLATES | 


COLOR PROCESS - HALFTONE -ZINC 


AGO 7, ILLINGIS - MOnroe 6-7080 
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Meighan Named CBS 
West Coast Chief; 
Other Execs Shift 


New YorK—Howard S. Meighan, 
ice-president and general execu- 
ve of Columbia Broadeasting 
System, has been assigned ‘to the 
iollywood office as the company’s 
hief executive officer on the 
West Coast, Frank Stanton, net- 
ork president, has announced. 
Mr. Meighan is expected to take 
ver the duties handled by Donald 
W. Thornburgh, who resigned sev- 
al months ago as vice-president 
n charge of the western division 
t0 become president and general 
nanager of WCAU, Philadelphia. 
Coincident with Mr. Meighan’s 
shift to Hollywood, Columbia’s Los 
Angeles setup will be reorganized. 
Merle S. Jones, general manager 
f WCCO, CBS-owned station in 
Minneapolis, will become general 
nanager of KNX, Hollywood, and 
the Columbia Pacific Network. 
A. E. Joscelyn, now director of 
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KNX operations, has been —me- 
moted to director offCBS Opera- 
tions, Hollywood 

Harry S. Ackerma@m® continues as 
vice-president im eharge of net- 
work programs in Hollywood and 
Kenneth L. ¥Yourd remains as bus- 
iness manager for transcontinental 
programs originating in Holly- 
wood. 


Offers Facsimile Service 


Alfred J. Mapleson, New York, 
whose organization developed the 
Trans-Master process of repro- 
ducing musical scores by facsimile, 
has broadened the service to in- 
clude reproductions of business 
letters, legal documents, news 
clippings and other original printed 
material. The cost is said to be 
two-thirds less than the cost of 
conventional photostats. Repro- 
ductions are made by automatic 
machinery, on flat stock. 


Publishing Concern Moves 

The Administrative Publishing 
Co. on Oct. 1 will move from Mil- 
waukee to 20 W. Putnam Ave., 
Greenwich, Conn. 
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surmount the doorway to 
Broadcasting House .. . For 
news of what goes on inside, 
the British must turn to the 
Radio Times. 


A weekly magazine with even 
greater coverage than LIFE 


A JOURNALISTIC GIANT without 
parallel among weekly magazines 
anywhere in the world has grown 
up, not in America as. one might 
expect, but in England. It is called, 
of all things, the Radio Times. 

The phenomenal success of Britain’s 
Radio Times is really dug to an edi- 
torial policy that is usual enough in 
America but quite unique in Britain — 
the policy of giving radio-listeners all 
they want to know about what is on 
the air. 

British newspapers and magazines do 
not set out, as American publications 


The man nobody knows: Tom Henn, 
Editor of the Radio Times, is unknown to 
his constant readers (16'/, million over 
age 15). ‘‘ People are interested in the 
radio players, not me,” he says. 


AI I 


One out of every two households in 
Great Britain takes the Radio Times every 
week. It remains in the house from Friday 
until a week from the following Sunday. 
It is consulted every day. 


do, to satisfy the publie’s voracious 
appetite for programme information 
and radio news and gossip. The 
millions of British readers interested 
in radio entertainment cannot find 
full reports in the ordinary press. 
They must buy the Radio Times. 

And they do—to the tune of 
7,188,802 copies every week (A.B.C., 
July-Dec. 1948). In fact, the prelimin- 
ary estimate for the first half of 1949 is 
well in excess of 7,700,000. That would 
be several copies even for America: it 
would mean one copy to every 20 
people. In Great Britain, where the 
population is 49 million, not 147 
million, it means one copy to every 6 
people! In other words, it enjoys an 
even greater coverage than LIFE! 

Advertisers have not overlooked 
this gold mine. American manufac- 
turers with established businesses in 
Britain are among the most enthusi- 
astic users of Radio Times space. 
They include Parker Pen, Gillette, 
Ford, Chesebrough, Pond’s, Anglo- 
American Oil, Hoover, and Kellogg’s. 
The Radio Times page rate for 1,000 
circulation is only $1.70. 


RADIO TIMES 


RADIO TIMES 
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Delivered with the morning paper, 
the Radio Times is just as indispensable. 
Without it, people would have nowhere 
to look for full reports of radio pro- 
grammes and people in them. 


General Motors 
Changes Contracts 
with All Dealers 


Detroit—General Motors has 
announced that it will change its 
contracts with dealers and dis- 
tributors within the next few 
months to avoid any future legal 
attacks. 

The changes will in effect ter- 
minate the so-called territorial 
protection for GM dealers under 
which dealers have received a cash 
penalty for each car or truck sold 
in their territory by a GM dealer 
from another territory. . 

GM officials explained that the 
5-to-4 opinion of the United States 
Supreme Court in the Standard 
Oil Co. of California case (AA, 
June 20) “emphasizes the uncer- 
tainty of the law and the difficulty 
of determining the legal status of 
contract clauses which have here- 
tofore been considered legal and 
proper as well as desirable to the 
public and the dealers.” 

The statement indicated that the 
revisions and modifications were 
not dictated by any applicable 
court decision. Rather they are de- 
signed to anticipate any future at- 
tacks on the contracts regardless 
of any final decisions as to their 
legality, GM suggests. 

GM is making the revisions with 
its passenger car, truck, household 
appliance and diesel engine dis- 
tributors and dealers as the present 
contract expires. 


JOHN H. LEDERER 


Cuicaco—John H. Lederer, 466, 
vice-president of Moloney, Regan 
& Schmitt Inc., newspaper repre- 
sentative, died in St. Luke’s Hos- 
pital Sept. 16. 

Mr. Lederer was general man- 
ager of the Indianapolis Times 
when he resigned in 1921 to be- 
come publisher in Milwaukee of 
the old Wisconsin News. Later he 
became vice-president of the Chi- 
cago office of Paul Block Asso- 
ciates, which became Moloney, 
Regan & Schmitt. 


M. B. CLAUSSEN 


NEw YorK—Matthew Byrnes 
Claussen, 77, retired advertising 
executive and newspaper man, died 
at Southampton, L. I., Sept. 16. 

Born in New York, Mr. Claussen 
attended Seton Hall College and 
Fordham University before join- 
ing the old New York Herald as a 
reporter. Leaving the newspaper 
after several years he went to 
Florida where he entered the ad- 
vertising business. He later be- 
came advertising consultant for 
the Grace Line and the American 
Express Co. 


JAMES H. GRAY 


New YorK—James Hamilton 
Gray, 55, founder and chairman of 
James Gray Inc., lithographer and 
printer, died Sept. 11 at Westport, 
Ont. He entered the graphic arts 
field after World War I and de- 
veloped his original multigraph- 
ing and mailing shop to one of 
the largest organizations in its 
field. 


H. L. HOCHSTEIN 


ROcHESTER, N. Y.—Hymen L. 
Hochstein, 61, vice-president in 
charge of advertising for Fashion 
Park Inc., died Sept. 16 of a heart 
attack. He had been associated 
with the clothing manufacturer 
for the past 30 years. 


Goodsett Opens Own Agency 


Henry S. Goodsett, formerly 
vice-president of Advertising As- 
sociates Agency, has opened his 
agency, Henry S. Goodsett Co., 
with offices at 1700 Walnut St., 
Philadelphia 3. The agency’s staff 
also will handle the consultant 
work in the commercial and free 
lance art field. 


Fine Foods Plans Campaigns 


Fine Foods of Canada Ltd., 
Tecumseh, Ont., in November will 


launch its first national adver- 


tising of Blue and Gold brand wax COVERS OAKLAND, CALIFORNIA 
beans, using magazines, newspa- | AT LOWEST COST PER 1,000 


pers, weekend papers and trade ss Represented nationally | 
publications. Walsh Advertising by Burn-Smith Co., Inc. 
Co., Windsor, is the agency. 


Insurance Capital 
Of The South! 


Great names such as Jefferson 
Standard, Pilot Life, and Southern 
Life—all progressive institutions 
with headquarters in Greensboro 
—have earned for this city the en- 
viable title of “Insurance Capital 
of the South.” These large and 
enterprising companies have con- 
tributed tremendously toward 
NORTH CAROLINA'S UNPAR- 
ALLELED LEADERSHIP IN ALL 
12 SOUTHERN STATES EAST OF 
THE MISSISSIPPI. 


Expansion in many lines of business other than life insur- 
ance makes the Greensboro 12-County ABC area, with 1/5 
OF NORTH CAROLINA'S TOTAL SALES, the fostest 


growing MAJOR MARKET in the TOP STATE IN TH 
SOUTH! ‘ ; 


The GREENSBORO NEWS and RECORD, with 90,000- 
plus daily circulation, is your direct line to increased sales 
in this compact 12-County ABC area in which live 150,000 
families. Here is opportunity for 
highly productive coverage in a 
MAJOR MARKET that has in- 
creased its sales over 374%, in 
the past 10 years! 


REMEMBER... 
It Takes AMAJOR MARKET 
To Produce MAJOR SALES! 


* Latest Sales Management Figures 


SUPERIORITY COMPLEX 


My husband, advertising manager of the Ding-Bat Company, used to be a 
nice fellow with just enough of an inferiority complex to make him easy to live 
with. Since he picked KXOK, sales have gone up so fast my husband thinks 
he’s the smartest advertising manager in town. Now he has a superiority com- 
plex and he’s positively obnoxious. 

Unhappy Wife 


Dear Unhappy Wife: 


Maybe KXOK should have the superiority complex instead of your husband. 
During March, 1949, KXOK was within share of audience striking distance of 
first place in St. Louis. Briefly, this means KXOK delivers more Hooper audi- 
ence per dollar than any other St. Louis network station. No wonder Ding-Bat 
products are going to town. When your husband checks KXOK’s low-cost- 
per-Hooper point, KXOK’s wide coverage, and KXOK’s low-in-St. Louis 


rates, he’ll be even cockier! 
KXOK, St. Louis 
630 on the dial 


5,000 Watts A “John Blair" station 


Basic ABC 
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He shapes the buying habits of 
America’s consumers through BILLIONS 
of contacts a year 


fore purchasers of consumer goods walk up and down the aisles of MR. BIG’S estab- 

hments and inspect his windows than the circulations of all the consumer magazines 
a the United States added together! People are influenced to buy by what they SEE 
.ad by what they ARE TOLD at the point of sale. Over 24. billions of people a year 
pass through America’s department stores alone. 


Talk about effective consumer influence! What can equal the nation’s stores’ illus- 
trating, describing and sponsoring a product over their own signatures in their local 
advertising? 


More than that, MR. BIG employs high-powered, sales-minded merchandisers, buyers 
and clerks to display, promote, demonstrate and SELL the consumer IN PERSON. 
Here is the best-paying consumer promotion a manufacturer of consumer goods can 
hope to have! 


All this is not a denial of the fact that the manufacturer's own consumer advertising 
is one of the greatest levers for moving merchandise . . . but whether or not he gets 
his fair share of MR. BIG’S tremendous power as a sales influence on consumers 
depends entirely on the kind of trade relations job he is doing. 


Every single sale is finally transacted between a consumer and a retail sales clerk backed up by 

the executives in the store who wield the power to move merchandise. To harness this power to 

move goods... sell MR. BIG in his own specialized Haire Trade Publication. Send for full 
details on how you can capitalize on MR. BIG’S consumer selling influence. 


More Effective... because They're More Sell-ective . . . HOUSE FURNISHING REVIEW +» HOME FURNISHINGS MERCHANDISING 
LINENS AND DOMESTICS - CROCKERY AND GLASS JOURNAL - CORSET AND UNDERWEAR REVIEW + INFANTS’ AND CHILDREN’S REVIEW 
HANDBAGS & FASHION ACCESSORIES +» LUGGAGE & LEATHER GOODS +» NOTION AND NOVELTY REVIEW + COSMETICS AND TOILETRIES 


... and Haire Trade Publications 
reach and influence MR. BIG in ten 
specific markets, coast to coast 


Trade publications in every consumer goods classification are the No. | readin) 
guides of America’s retail merchants. 


In each of 10 specific fields there is a Haire Publication which serves as the source « 
merchandising information for that field. From cover to cover, each Haire Publicatio 
is concerned with the retail merchant's specialized problems and their practical solu 
tions. It furnishes MR. BIG the latest information on new products, and the know-hoy 
for buying, selling, promoting, advertising and training sales people. 


The retail sales in the fields served by the Haire Publications total 20 to 21 billio jp 
of doilars a year! No manufacturer in these fields can match the efforts of MR. BI 
in his power to move merchandise. Not can he long operate successfully without tt 
assurance that a fair share of the stores’ efforts are being spent to move /is merchandis} 


= 


Those manufacturers who will get more will be the ones who have done the sounde: 
job of developing trade relations. And that’s one of the major jobs you can accomplis 
through the specific Haire Publication ... which MR. BIG, in your field, reads whe 
he is minding his business. 
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